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If it is possible to have 6,000 
organizations, each the best in 
its locality, with its own selling, 
advertising and distributing 
facilities all at your command, 
featuring and pushing your 
goods, you want to know it now 
—not after your competitor has 


taken it up. 


Bates Advertising Company 


CONVERSE D. MARSH, Chairman Executive Committee 
15 Spruce Street, New York City 














2 PRINTERS’ INK. 





Che Des Moines Capital 





] LAFAYETTE YOUNG, HIS NEWSPAPER. 


Seventy-five per cent of the 44,000 subscribers of 
the Des Moines CapiraL are personally acquainted 
with the publisher. They have read his. newspaper, 
have heard him speak and have shaken his hand. In 
thirty years of public life in Iowa Mr. Young has 
spoken and lectured in every one of the 99 c anties 
and in every important town and city of ‘ue State. 
Thousands of the readers of the Capirat, if asked what 
paper they take, will say: ‘‘I take Lafe Young’s 
paper.” Don’t you think this personal relationship 
makes the advertising columns stronger than those 
of the impersonal newspaper? The readers of the 
CapiTaL believe in it because they know the editor 
and believe in him. 

The Capita is truly a great force in Iowa and 
Des Moines. Its circulation is the largest, its adver- 
tising patronage the largest, and its influence conse- 
quently the largest. Iowa is prosperous beyond all 
other States of the Union. There is business here for 
you that once gained is not lost by changing industrial 
conditions. By using the Des Moines Capiran you 
can secure this business at a minimum expense. 


EASTERN AGENTS 


O’MARA & ORMSBEE ELMER WILSON 


Brunswick Building, New York, N. Y. 87 Washington Street, Chicago, Ill. 
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LAUNDRY ADVERTISING, 





THE LESSONS OF THE PAST ARE 
POINTING THE WAY TO SUCCESS 
IN THE FUTURE ADVERTISING OF 
THIS TRADE—SOME OF THE ADS 
THAT HAVE BEEN USED AND A 
HINT AS TO THE COPY OF THE 
FUTURE, 


The laundry industry, as a 
branch of legitimate trade, is only 
a trifle over twenty-five years of 
age. It sprang from a real need; 
its first crude appliances were 
designed to lighten the load of 
womankind and were destined to 
spread the gospel of personal 
cleanliness. 

The art and science of adver- 
tising has made wonderful ad- 
vances in the last twenty-five 
years. Not a year has passed 
that has not seen some notable 
change in the methods and me- 
diums which the manufacturers 
and the merchants of this coun- 
try have utilized to advertise 
their products and wares to the 
public. In view of the fact that 
these changes have been so many 
and so varied, is it surprising 
that an industry, hardly less ten- 
der in years and which has to 
battle with the problems incident 
to the youth of a manufacturing 
business, the bettering of its 
methods, the bettering of its ma- 
chinery and the training of more 
skillful workers, should have 
failed notably to keep pace with 
other lines of business in the 
struggle for advertising suprem- 
acy? 

It is altogether probable that 
the idea of the steam laundry, as 
we know it to-day, first origina- 
ted inthe mind of a man who saw 
the possibilities in gathering to- 
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gether the work of many wash- 
erwomen and putting it out from 
one concern. The idea of doing 
this work by machinery instead 
of by hand had long been preva- 
lent, and washing machines,. of 
some form or other, date back a 
long ways into antiquity; so with 
the idea of using machinery and 
of doing more work than could 
be done by hand, and of doing it 
better, the first steam laundry 
was established, and the trade as 
a whole has been built up to its 
present standing by continual. ef- 
fort along this same line. 

Early laundry machinery was 


SHIRTS COLLARS 
CUFFS 
FINE LINEN 
FAMILY WASHING 


It’s all done Mm a perfect manner 
when you send it to the 


CRYSTAL LAUNDRY . 


577 North 4th St. 
BELL 2551 


PHONE CITIZEN 4874, 


TYPE OF EARLY LAUNDRY ADVERTISE- 
MENT. 











extremely crude and turned out 
work that would now be the tar- 
get of laughter, but in its day it 
was a distinct advance over the 
work of the wash-lady or the wife 
at home, and it found its market 
already created for it. 

The constant aim of the laun- 
dryman during the early years of 
the industry, while the building 
up of his personal business was 
of course given attention. was the 
bettering of his work and the en- 
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larging of his facilities. §Im- 
provement after improvement 
followed in quick succession, and 
after each came the increase of 
business that always results from 
giving to the public better service 
or products. 

The success of the pioneers in 
the industry naturally produced 
competition, Competition for a 
time only seemed to increase the 
field open to the business and it 
was years before a laundryman 
could be brought to see the value 
of or even entertain the idea of 
using any systematic, regular 
method of soliciting for more 
business. 

Custom work—that is shirts, 
collars and cuffs—was at first the 
principal business of the steam 
laundry. The family washing 
and the flat-work branches came 


Your Collars 
Life Legthened 
Double fold and Wing Collars break 

if the collars are folded when the scam 
is uneverily dampened. We have a ma- 


chine that dampens these Collars exact- 
Aan right; a velvety smoothness on every 


Home Steam. Laundry, 
1504-1506 Market &t, 
LUTZ BROS., Phone 472. 


ONE OF THE FIRST “REASON WHY” ADS, 





into the business just in time to 
head off a movement towards ad- 


yertising. As the number of 
laundries in the different cities 
increased, the amount of custom 


work possible for each one began 
to diminish and the limitations 
of that branch of the business 
began to be apparent. It is likely 
that had not the laundries turned 
to the neglected fields of family 
work and flat-work, advertising 
would have been given careful at- 
tention by the trade much earlier 
than it was. In fact, some laun- 
dries, not anxious to take up the 
other kinds of work, did begin 
to use advertising to attract cus- 
tom work to their laundry. As 
a rule, this advertising consisted 
of the use of a small newspaper 


space which contained the name 
of the laundry, its location, the 
name of the proprietor and per- 
haps the statement that it did 
good work, etc. But the laundry- 
men as a class, were still too busy 
to pay serious attention to ad- 
vertising their business. 

About a dozen years ago the 
laundry business was at the 
height of its boom, which con- 
tinued for a number of years, 
Laundries sprung up all over the 
country as if by magic. Over pro- 
duction or over competition, was 
the natural result. By this time, 
too, the mechanical equipment of 
the laundry had been brought to 
an almost perfect point. Im- 
provements began to be made in 
small details rather than in gen- 
eral types. Then it was, that in 
the effort to secure the business 
and the profits which had in- 
duced them to enter into the 
business that they began to look 
after their methods of securing 
trade. Of course price-cutting, 
the hiring of each other’s wagon 
drivers, who in many cases vir- 
tually owned their routes, the 
giving of excessive commissions 
to agents, etc., sprang up in the 
business. Fortunately, this was 
confined to the irresponsible and 
inexperienced men in the business 
and it soon gave way to saner 
methods, Advertising began to be 
investigated by the -more_pro- 
gressive members of the trade. 
This tendency was given impetus 
about this time by the invention 
of better machinery for the shap- 
ing of collars and for the iron- 
ing of their edges. The frayed, 
rough-edged, sharp-toothed col- 
lar and cuff had long been the 
bane of the trade, and naturally 
the launderers wanted the public 
to know that they had obtained 
the machinery to do away with 
the annoyance. Advertising this 
feature suggested itself, and be- 
cause the advertising had real, 
vital, interesting facts to tell to 
its readers, it brought results. 
The results from this advertising 
encouraged the laundrymen to 
spend more money in the adver- 
tising of their plants—but with a 
very few exceptions, the adver. 

(Continued on page 8). 
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A prominent manufacturer recently 
started to advertise a high-grade smok- 
ing tobacco in THE SATURDAY EVENING 
Post and several well-known publica- 
tions. 


When our representatives called on 
this firm to ask how matters were 
coming along, the manager said— 


“THE SATURDAY EVENING Post is 
so far outclassing other publications that 
it looks queer to us. We think you 
must be ‘salting the mine.’ ” 


In other words, so many orders were 
received from Posr readers, with cash 
accompanying, that this firm suspects 
that we are using our organization to 
get them misleading and non-genuine 
orders. 


Advertisers who are familiar with 
our business methods will be inclined to 
smile at this suspicion; and we hope 
they will not overlook the fact that it is 
caused by our extraordinary results. 


THE CuRTIS PUBLISHING COMPANY 
PHILADELPHIA 


New YORK Boston CHICAGO 
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A LOGICAL REASON 


for the Cultivating of a Rich and Untilled Field 
‘aie TID SRR RS 9 





AREFULLY gathered statistics show that the average 

age of Zhe American Boy subscribers is 15% years. 

That means that half of its subscribers are over 15 
years of age, and that thousands of them are 16, 17, 18, 19, 
and 20 years of age. One-half of its constituency, then, 
are now eligible for the immediate purchase and use of such 
articles as adults buy—such as clothes, underwear, shoes, 
collars, shirts, suspenders, garters, hats, shaving soap, safety 
razors, and hundreds of other articles that could be named. 

Then come trooping along the other one-half—boys of 
9, 10, If, 12, 13, and 14 years of age; and as the months 
and years roll by they, too, are in line for the articles used 
by their older brothers. 

Now, all of these boys and young men are at the im- 
pressionable age when they are easily influenced and when 
impressions made and prejudices created become indelible 
and lasting. The manufacturer who will burn into the 
brains of these wide-awake young Americans the name or 
trade-mark or the excellencies of his product, will not only 
reap an immediate harvest, but he will also, for the future, 
create an asset in his business which no competitor can 
take away from him. 

It is ever so much easier to form a new habit than it is 
to unlearn and cast off an old one and take up a new habit. 
Our point is—get hold of our half a million boy and young 
men readers zow when life habits are being formed. ‘Get 
them to get the habit” of believing in and buying your 
goods. Not only that, but boys and young men are great 
advertisers. If they buy your shoes or your collars or your 
safety razors or whatever it is that you manufacture, they 
will be dead sure to tell their boy and young men friends 
about the merits of your product. 

Remember this, too—the circulation of Zhe American 
Boy is a home distribution and “ where there's a boy there’s 
a family.” Father and mother, brother and sister look over 
The American Boy because it’s different from any other 
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publication that comes into the home. You can reach the 
whole family through Zhe American Boy. 

The American Boy is now in its 9th volume (nearly 
nine years old) and is a distinct success—admittedly the 
leader in its field. Its publishers have always had high 
ideals in the publishing of 7he American Boy, but it is a 
great deal easier to live up to high ideals if the publication 
is making money for its publishers. Its editors buy the 
best matter that money can buy. Nothing is too good for 
its readers. 

Nearly 70% of Zhe American Boy subscribers renew at 
$1.00 a year without premiums or inducements of any kind, 
and it must have the enthusiastic support of the boys and 
the thorough respect of the parents to do that. 

Your advertisement will not be Juried, in The American 
Boy, but it wi!l be placed alongside of reading matter where 
it must be seen and read. 

If these arguments strike you as facts—if they carry 
conviction to you, personally—if you believe you could use 
The American Boy in conjunction with the mediums now 
on your list, as a means of combating present business con- 
ditions, don’t delay another day, but arrange now for a strong 
campaign in the forthcoming issues of this publication. 

We guarantee a circulation of 125,000 copies a month. 
For months it has been more than that. 


ADVERTISING RATES 
LESS THAN QUARTER PAGE 
Per Agate Line . s mn « $§$ 0.75 
Per Inch (14 lines) . ° ° 30.50 
QUARTER PAGE OR MORE 


Per Agate Line. . ° 62 4c. 
Quarter Page (200 lines) . . 125.00 
Half Page (400 lines) . 250.00 


Three-quarters Page (600 ay 375.00 
Full Page (800 lines). . .~. 500.00 
Discount of 5% for Cash with Order. 
Orders of Amount Less than $10,50 should be Accompanied by 
Remittance. 
No Advertisement of Less than Seven Lines Accepted. 


The Sprague Publishing Co., Detroit, Mich. 
J. COTNER Jr., Sec’y-Treas. 




















8 


tising which followed was ‘not 
nearly so successful as the collar- 
shaping and edge-ironing adver- 
tising had been. The launderers, 
not being skilled in the arts of 
advertising, failed to realize the 
vital points that had made 
the advertising so successful and 
profitable. The advertisements 
which followed, instead of going 
into details regarding the other 
processes and machines used in 
their plants, were rather of a 
general, “We do the best work,” 
kind. Naturally, they did not 
bring the results desired and so 
many launderers condemned ad- 
vertising, and decided that it did 
not pay in their business. In 
many cases this belief still exists, 
but it is slowly giving way as 
the success of the later styles of 
“reason why” laundry advertising 
copy are becoming apparent. 

It was only natural that the 
failure of the “general publicity” 
style of advertising should stir 


Our Driver iv Careful 


Our driver's duty includes more than merely 
calling for your dirty linen and eovraing the 
packages after we have laundered it. 

He is required to make regular calls upon our 
customers, to carefully mark the owner's name 
on the bundle as he receives 4 to avoid acy 
chance we proctng to - ee te any request 
made and to report it to us for attention and to. 
a oe pert | service to our 


Kane Steam Laundry Co. 


BOTH PHONES 




















TYPE OF LAUNDRY ADVERTISING OF THE 
PRESENT DAY. 





up the more progressive members 
of the craft into the study of ad- 
vertising. Many of them wanted 
to be shown, and careful study 
and comparison finally brought to 
light to them the fact that the 
collar-shaping advertising had 
succeeded where the “general 
publicity” advertising had not, 
because it had something that 
was interesting to say to the pub- 
lic, and because the results of 
the work done by the machines 
which were advertised proved 
true to the advertising’s prom- 
ises. 

Then they at once began to 
search for other points about 
their laundry and its work that 
were of a similar nature, or were 
of a better grade, than that of 


PRINTERS’ INK, 


their competitors, to use as ad- 
vertising copy. Many good points 
were brought out and were ad- 
vertised to the benefit of those 
who used them, but the launder- 
ers were so close to their busi- 
ness, so familiar with each ma- 
chine and process, that they over- 
looked a great many good points, 
regarding them as too common 
to advertise. 

Within the last few years, 
however, the advances made in 
the writing of laundry advertis- 
ing copy have been rapid, and 
while the general run of the ad- 
vertising copy of the trade will 
hardly compare favorable’ in 
merit with that of some other 
lines of retail business, there are 
some very notable exceptions, 
and in the future the trade gives 
promise of reaching a stage of 
advertising development attain- 
able by but few lines of business. 

It is certain that few lines of 
retail business have the field to 
draw interesting, effective copy, 
from that the laundry industry 
possesses. Its classes of work 
are now so varied, its machinery 
is sO numerous and so well de- 
signed, its processes are so inter- 
esting, and the trade, as a whole, 
is so closely related to public 
need that features for advertis- 
ing copy abound in almost limit- 
less amounts. There is hardly a 
garment sent to the laundry that 
could not have from fifty to one 
hundred separate, distinctively 
different worded, and yet all in- 
teresting, advertisements written 
about it. The work of the future 
is not so much to elaborate upon 
this number as it is to carefully 
test and compare the _ results 
brought by each class of copy. 

Systematic study of the classes 
of work, of the methods used 
and their effect, of each machine 
and its particularly good points, 
must be made and the results ob- 
tained carefully considered, from 
the point of view of the public, 
and then explained to them in the 
advertising in such a manner as 
to be easily understood, interest- 
ing to read, and above all—con- 
vincing in argument. 

In planning the copy of the 
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future, human nature must be 
kept carefully in mind. The best 
ads will be those that suggest a 
picture to the brain by a mere 
reading of the printed words that 
shows how well the articles 
spoken of in the advertisement 
will look when laundered, or how 
the operation of a certain ma- 
chine gives to the clothes a color, 
stiffness, or finish that is entirely 
desirable. Steps along this line 
have already been taken and the 
results from this class of adver- 
tising copy point to the success 
of scientific advertising in the 
laundry business as surely as in 
any other. 

Laundry advertising is differ- 
ent from many other lines in that 
the advertising of prices can 
make but little difference. Prices 
for custom work are standard 
and are well known. However, 
prices for flat work, for family 
work, for the different classes of 
ladies’ work, for cleaning and 
dyeing, for carpet cleaning, and 
for other side lines are not so 
well known, and are now, and 
probably will be even more fre- 
quently in the future, quoted in 
their respective advertisements, 

As a general rule, the argu- 
ment of the laundry must be 
made entirely upon the quality of 
its service. This can only be 
done by giving careful attention 
to each part of the different pro- 
cesses of laundering and to the 
results as a whole. As one single 
advertisement cannot cover the 
entire process, the ads must each 
be written about some one special 
point. Serial story advertise- 
ments, that cover carefully and 
thoroughly every detail of the 
work and processes, will in all 
probability be an outcome of the 
future advertising of this trade. 
As yet. it has not been taken up, 
but it has been suggested and 
given considerable attention by 
many leading laundry advertisers. 

Among the other problems 
which must be settled, the matter 
of illustrations is an important 
one. Good illustrations’ for use 
in laundry advertisements are 
almost impossible to obtain. In 
common with other advertisers, 


the various styles of syndicate 
cuts have been used by launder- 
ers, but their use is steadily 
growing smaller as they do not 
fill the requirements of the trade 
in any particular. Most of them 
are cuts which could be used to 
illustrate the advertisements of 
any business, and their incongruity 
is nowhere more apparent than in 
laundry advertising. Some’ use 
has been made of such cuts ‘as 
are used by men’s furnishing 
houses, especially those showing 
men’s ‘linen, but they do not en- 
tirely satisfy the demand, What 
is wanted are distinctive, laun- 
dry illustrations—those showing 
laundry machinery in operation, 
in such a way as to illustrate the 
value of the machine to the pub- 
lic, and illustrations of | finished 
laundry work and of some of the 
hand performed processes. As 
soon as the demand takes a more 
marked and concrete form it is 
probable that these classes of il- 
lustrations will be supplied. 
W. R. Hype. 
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THE POWER OF ADVER- 
TISING 





There is no controversy pos- 
sible. with what we must call 
“proved results.” And it is ex- 
periment: that brings them. An 
instructive sample of this sort is 
noticed by the Springfield’ Re- 
publican, which gives what the 
manager of the toilet department 
of a large New York department 
store said a few days ago: 

“We have,’’ he says, ‘‘ six different makes 
of one toilet article; and they are.so near alike 
in quality that even exverts can’t tell the differ- 
ence between them. Yet,we sell as much of 
one as we do of all the others together.”” And 
why? “‘ Itis because the manufacturer is ever- 
lastingly advertising it. The other five sell in 
proportion to the amount of advertising given 
tothem. If there is any difference in quality 
it is in favor of the poorest seller.” 

In a case like this, there is no 
room for mistake, and no need 
to point out the inescapable con- 
clusion. 


_ +o — 
Anprew CARNEGIE once said that he 
had made most of his money by pick- 
ing out the right men for the right 
places. 
——__s-———_-- 
A POORLY printed circular might’ as 
well be addressed “to the waste+ Niadket, 
—Printing Trade News. 
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ELECTRICITY, CLEAN 
STREETS AND CO-OPERA- 
TIVE ADVERTISING IN 
KANSAS CITY. 









Twenty-six merchants in Kan- 
sas City held a consultation onan 
evening during the winter when 
business was at its lowest ebb. 
these merchants all owned stores 


in one block. They saw thou- 
sands of persons passing their 
stores every day and_ going 


farther downtown to make pur- 
chases. Attractive window dis- 
plays on the part of three or four 
of the more important stores in 
the block had nothing to do to- 
ward stopping the crowds en 
route. The trading was dull 
with them all, so they talked 
over plans to improve it, 

E. J. Richards, who is a New 
Yorker, and who conducts a_ hat 
store, effectively advertised as 
“The Lid,” suggested they form 
an advertising association and 
call it the “Three Hundred Club.” 
The twenty-six merchants pres- 
ent représented all the store own- 
ers in the three hundred block on 
East Twelfth street, so the name 
was appropriate. 

They subscribed to a contract, 
which tied them up for two years, 
to spend not less than five dollars 
each week in general publicity 
plans. 

The first thing they did was to 


clad a street sweep in a_ white 
duck uniform, remove all rub- 
bish, signs, displays, etc., from the 


sidewalks, and start a _ general 
clean-up in the street. 

Then the windows of the stores 
were touched up with lighter 
shades, an electric company was 
ordered to install an are light in 
the street every fifty feet, and a 
great electric sign “300” was 
suspended in the middle of the 
street at each end of the block. 

The merchants combined in 
taking a half page advertisement 
in the newspapers offering special 
bargains. The club adopted the 
ginger snap as its trademark, and 
ginger snaps are given free to 
every customer. A huge ginger 


snap hangs in every window in 
the block. 


Every merchant and 
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every clerk wears a ginger snap 


button. They. use ginger snap 
borders on their ads. 
One of the features is a “hunt 


for gold” every Saturday after- 
noon in which several hundred 
boys jo.n. A ten-dollar and two 
five-dollar gold pieces are given 
to the finders of certain yellow 
slips of paper hidden some place 
along the block. 

‘The plan is winning friends 
for the block,” said Mr, Richards 
toa PRINTERS’ INK reporter: “We 
have not spent over $500 in ad- 


vertising and we have secured 
thousands of dollars’ worth of 
publicity in the paper due to our 
novel plans. If our plan of 


street cleaning and keeping our 
stores neat and clean are pursued 
throughout the city, this will be 
a model town. Watch that auto 
coming down the street. When 
it hits the three hundred block 
do you note the absence of dust 
trailing in behind? That is be- 
cause we have all the dust swept 
out of the way, Our plans attract 
women, especially, who enjoy 
shopping in a clean district.” 

So much attention has_ the 
“Three Hundred Club,” attracted 
that merchants all along the 
streets are adopting the plan and 
now they wish to make Broad- 


way, heretofore a well traveled 
thoroughfare, but a poor trading 
place, the “Great White Way.” 


Merchants for ten blocks along 
the street are joining in the plan 
to have fifteen or twenty arc 
lights installed in each block, to 
employ street sweepers and win- 
dow cleaners to keep the streets 
and walks and windows clean. 

The three hundred block is to 
be imitated in a few weeks by 
the six hundred block on_ the 
same street, and by another block 
just around the corner from the 
three hundred block on- McGee 
street. 





~~ 

Wuat is considered by the Walla 
Walla, Wash., Commercial Club as an 
effective and valuable advertisement of 
their city, to be used on the trip to 
California by the business men, is a 
picture taken New Year’s Day of the 
prominent business men of that city, 
wearing straw hats. This photo is ex- 
pected to call especial attention to the 
mildness of the climate.—Brains. 























PRINTERS’ INK. 


ADVANCED APARTMENT 
ADVERTISING. 
BREAKING AWAY FROM THE COM- 
MONPLACE AND OVERCOMING A 
PREJUDICE—ADEQUATE AND PIc- 
TURESQUE PRESENTATION OF PROP- 

ERTY FOR RENT. 





“Ever think of living in the 
Bronx?” * 
Probably not, for like more 


than three-fourths of New York’s 
apartment house inhabitants the 
“move” had never been suggested 


II 


to get there and the other half 
to return. 

The New Yorker who lives 
downtown sympathizes with his 
friends in Harlem, but for those 
who emigrate to the Bronx he 
feels only pity mingled with a 
mild disgust. 

Hundreds of men travel day 
after day a trip of an hour or 
longer involving several transfers 
and frequent delays and incon- 
veniences to get to a suburban 
town—not for the sake of having 
a home of their own, but to get 











to you in a way that made you 
think seriously about it. 

If you’ happened to be moving 
for one reason or another to a 
new apartment and noticed thata 
goodly number of Bronx apart- 


ments were advertised at most 
reasonable. rentals, you would 
probably have dismissed them 


without a second thought. 

If someone would analyze your 
antipathy toward living in the 
Bronx they’d find you harbored 
a prevalent impression that the 
Bronx is away off teyond the 
civilized city, ten miles from no- 
where—that it takes half the day 


to an apartment away from the 
noise and crowds of the city to a 
spot amid agreeable surroundings. 

It has never occurred to them 
that they could find the very same 
advantages they travel so far to 


secure within half to three- 
quarters of an hour from their 
office, by a direct route without 
transfer. 

The Bronx is new. It is only 
within the last couple of years 
that it has been brought within 
easy distance of downtown New 
York. To-day it is as near the 
City Hall in time of travel as 
three-fourths of Harlem’s homes 
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—but the trouble is people don’t 
know. it. 

The,.average New Yorker is 
very prejudiced. He becomes at- 
tached to some certain section of 
the city, beats a path from home 
to work, and any part of the city 
outside of his usual haunts is like 
a foreign country to him, 

You couldn’t coax a Brooklyn 
man to live in Manhattan. And 
you could devise no_ greater 
misery for a Manhattanite than 
to make him live in Brooklyn, 
according to his way of looking 
at it. Neither ever seems to think 
that the Bronx might be even 
better than either Brooklyn or 
Manhattan. 

These are the opinions and 
prejudices which the owner of 
apartments in the Bronx must 
combat in order to get desirable 
tenants moving his way. He must 
“make a name for the Bronx,” 
overcome existing prejudice 
against it and create an im- 
pression in favor of it. 

This the American Real Estate 
Company set about to do last fall 
when it sought good tenants for 
new apartments which had just 
been finished on its Bronx prop- 
erty. 

This company is an extensive 
owner of property in that section 
of New York along the line of 
the Lenox Avenue and West 
Farms branch of the Subway. 

Some idea of*the extent of this 
property may be gained from the 
fact that it includes slightly over 
five miles of street frontage, and 
when fully improved by the type 
of building already erected on 
part of it, will provide homes for 
more than 40,000 people—a city 
in itself. 

It is obviously important, 
therefore, that everything possible 
should be done by the company 
toward creating a growing de- 
mand from people in other parts 
of the city for apartments in the 
Bronx. The greater the demand 
the bigger the rents it will be pos- 
sible to secure, and the more 
valuable will their property be- 
come. Nor can the demand grow 
too fast. ; 

The first apartments built.- by 
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the company were completed in 
September, 1906, on Simpson 
street, directly at a station of the 
Subway. This was a little late 
for what is known as the renting 
season, and except for several 
large advertisements during that 
month,-they were advertised only 
in the regular classified columns 
in the usual desultory fashion. 
The apartments rented slowly 
enough—about half of the 247 
apartments being still unoccupied 
in the summer of 1907. 

At the same time there was 
being constructed another row of 
elevator apartments on Southern 
Boulevard, backing those on 
Simpson _ street. These were 
rushed to completion preparatory 
to the fall 1907 renting season. 

The quickness with which the 
remainder of the Simpson street 
apartments and the newer eleva- 
tor apartments were filled up with 
desirable tenants is an object les- 
son that might well be noted by 
every owner of apartments in 
New York, Brooklyn or any 
other city—or for that matter by 
any real estate agent who has 
apartments or houses that ought 
to be rented. 

In August last the advertising 
of these A-RE-CO Apartments 
took new life. Large space, three 
columns wide by seven inches 
deep, was used in those mediums 
which are generally recognized as 
best for this purpose. 

Instead of the usual common- 
place and unattractive announce- 
ment giving merely the name, ad- 
dress,-size of apartments, con- 
veniences and rental price, the 
American Real Estate Company 
gave an enthusiastic and most at- 
tractive description of their apart- 
ments, their surroundings, ease 
of access and other advantages 
that were calculated to correct 
any false impression that might 
exist about the Bronx being too 
far away, or not offering as good 
apartments as further downtown. 

The first advertisement of many 


which continued for _ several 
months, hit the nail on the head 
with its “Ever Think ot Living 


in the Bronx?” argument, The 
weck following the appearance of 
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this advertisement more apart- 
ments were rented than in any 
one month previous. It was 
especially noticed that a greater 
proportion of those who came to 


look at the apartments came 
to a decision on the spot and 
decided to take one. The 


inference is that they had secured 
a rather definite impression be- 
forehand, and when that im- 
pression was confirmed there was 
nothing further to hesitate about. 

Other ads drew a comparison 
with suburban homes by arguing 
that the A-RE-CO Apartments 
were “Fine as Any Suburban 
Home—Yet Right in thq City.” 
Every advertisement appeared to 
tremendous advantage, in direct 
contrast with a page or two full 
of small classified ads or with 
larger but dry and unattractive- 
looking advertisements. 

Under similar conditions other 
real estate operators seem to con- 
sider their low rental charges the 
greatest and best attraction, but 
in A-RE-CO advertisements cost 
was subordinated to arguments 
dealing with other advantages 
which appeal to those who like 
fresh air and lots of it, sunshine 


and opportunity for outdoor 
pleasures right at hand—things 
which are denied residents of 


downtown New York. 

One entire city block, facing 
the Simpson street apartments, 
was set aside and arranged as a 
private park for tenants’ exclu- 


sive use. Tennis courts were 
constructed, a children’s _ play- 
ground furnished with swings, 


ete., and all as carefully looked 
after as the finest city park. This 
proved a strong attraction both 
in influencing tenants to come 
and also in holding them, The 
A-RE-CO block is virtually a 
community by itself, with its own 
stores, social life, amusements, 
baseball and football teams, etc.— 
all this the result of one year’s 
work. 

There seems no room for doubt 
that every person in New York 
who was looking for apartments 
at that time saw these advertise- 
ments of the American Real Es- 
tate Company. As a matter of 
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fact it is known that they were 
seen by several who had not 
thought of moving till they were 
attracted by these remarkably in- 
viting announcements, 

The success of the company in 
renting these high-grade apart- 
ments is the most conspicuous of 
any in recent history of the de- 
velopment of new properties, and 
the continued and increasing de- 
mand which has thus been built 
up has led the company to imme- 
diately proceed with additional 
construction along the same lines, 
work on three new non-elevator 
apartment buildings with a total 
of 85 apartments. now being 
rushed to be ready. for the fall 
renting season of 1908. Plans are 
being drawn for still other build- 
ings of the same general charac- 
ter. 
The demand for apartments 
now finished has exceeded the 
supply, a most unusual condition, 
it is said, for apartments outside 
the more settled sections of the 
city—and no small share of credit 
is given the advertising for this 
condition of affairs, 








It is not disputed 
that THE ReEcorp- 
HERALD has a larger 
net sold circulation 
than any other two cent 
paper in the United 
States, morning or 
evening, and it is the 
only morning paper in 
Chicago which freely 
gives detailed informa- 
tion as to its circula- 


tion. 
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HOW TO MAKE CUT-OUT 
WINDOW CARDS. 


In window cards, the average 
retailer will find a touch of the 





sort of thing because he has 
labored under the delusion that 
it requires infinite pains, a well- 
developed artistic ability and 
plenty of time. Such, however, 
is not the case. 





decorative and suggestive decid- 
edly beneficial. Not enough at- 
tention has been paid to the cut- 


Gardin wearits qual 
boas they arc in looks, 


ae Our 
+ New Gavats > 


out card. More appropriately it 
would be called the card that is 
built, as we shall show, 
Heretofore the employee to 
whose lot the preparation of win- 
dow cards falls has avoided this 





Instead of going over the en- 


tire surface of the cardboard 


orawssee 
i Vvvy 


with the penknife to work out 
the design, it is necessary only to 
submit the main subject piece to 
this operation. Many, if not all, 
of the detail pieces may be cut 
out separately and attached at the 





a 
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This method 
the “Brain 


of the card. 
employed with 
Brawn” sign. Again, the 
fleur de lis in the card in the 
lower right-hand corner was cut 
out with the scissors and attached 
to the border and the square, and 
the same is done with the per- 
pendicular and horizontal strips. 
Not only does this give the effect 


back 
Was 


and 


of a one-piece cut-out, but the 
various parts act as braces for 
each other. 


On a design where very intri- 
cate detail is desired, always use 
good quality paper doubled over 


from two to four times, so that 
the design when cut out with 
scissors will be in _ duplicate. 


When straightened out and ironed 
flat it is ready for fastening at 
the back of the sign. You will 
find it exact in clean-cut neatness 
and it is thus executed with dis- 
patch. 

It would seem an endless task 
to make a cut-out bridge, and in- 
deed would be so were it not for 
the fact that all the detail is built 
—not cut out. Take the example 
shown here, “To Bridge the 
Gap.” The towers, the cable and 
the roadway are first cut out with 
penknife, but the cross sections 
that appear in the towers are at- 

tached with glue at the back of 
hm sign. The ropes that run 
from cable to roadwav railing are 
marked in with ink, Thus the sign 
is quickly made. 

Very thin bristol board is the 
best material to use tor all ordin- 
ary small work. The figures in 
the card entitled “Kids” could 
not be cut out of regular card- 
board stock because the quality is 
poor and inclined to brittleness, 
but bristol stock will bend around 
the scissors and is tough enough 
to keep from breaking. The bot- 
tom cardboard piece under the 
kids’ feet is green. Then comes 
an open space of an inch from 
the knee-joints to the shoulder; 
above that, red cardboard, the 
white piece containing lettering 
glued down on the red. The 
white border extends all around 


the edge. ; 
For a sign like “Harbingers of 
Spring” cut the cardboard di- 


agonally across so as to leave an 
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opening of two and_ one-half 
inches. Cut blossoms from pink 
paper, the tree limb and_ birds 
from thin bristol. Color the birds 
a light yellow and the tree limb 
a purple-gray. Arrange the pieces, 
as in example here shown, and 
glue brace strips at the back, 
running them across the diagonal 
opening behind the birds and the 
blossoms. 

“Old World Grace” as a cut- 
out sign is so simple that no 
special instruction is required. 
The 17th Century figure is drawn 
from a very small print by the 
block system, which is also very 


simple. The small print of 1 inch 
by 2 was divided into sixteen 
square spaces or blocks. It was 


drawn five times larger than the 
original, making a checkerboard 
five inches by ten divided into 
sixteen spaces or blocks. In each 
space was drawn just what was 
seen in the corresponding space 
of the small picture. By this 
method anyone can _ reproduce 
pictures faithfully, as the propor- 
tions cannot but correspond to 
those of the original, and once 
you try this plan you will take 
keen delight in your seeming art 
ability —Haberdasher. 

ce eee 

MARCH SALES. 


Along toward the latter part of 
March is a good time to get busy with 
the tool department. A _ sale of lawn 
mowers and all sorts of garden tools 
will prove timely. It is also a good 
season for a sale of paints of all sorts. 
Refrigerators can also sold in 
March. It is true that is a bit early 
for them as most people will wait until 
hot weather to oP on their purchases in 
this line. There are plenty of others, 
however, who will buy early if there 
is any inducement for them to do so. 
There are a number of stores that have 
sales of brass and iron bedsteads in 


late March or early April. With the 
beds are listed pillows, springs, mat- 
tresses, etc.—Merchants’ Record and 


Show Window. 











Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, EB. 


Prints nothing but original matter and 
brings an abundance of articles and items 
of special interest to German-Americans, 
which accounts for the immense popuiar- 
ity of the paper in the German settlements 
everywhere. 
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A Roll of Honor 


Ne amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publisners who, 





accord- 


ing to the 1907 issue of Rowell’s American Newspaper Directory, have submittea for 
that edition of tne Directory a detailed circulation statement. duly signed and datea, 
also from putlishers wno for some reason failed to obtain a ngure rating in the 197 


Directory, but have since supplied a detailed cir 





t as aescribed above, 


covering a period of twelve months prior to the date of making the statement, xucn state- 


ment being available for use in the 196 issue of the American Newspaper Directory. 


Cir- 


eulation hguresin the ROLL oF Honor of the last named cnaracter are marked WItN aN (2k ). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 


it. 


No publisher who has any doubt that the absolute accuracy of his circulation 


statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing aud using the Guarantee Star, 


ALABAMA. 
Birmingham, Ledger, dy. Average for /907, 
21,861. Best advertising medium in Alabama. 


Montgomery, Journal, dy. Aver. 1907, 9,464, 
The afternvon home newspaper of its city. 


ARIZONA. 


Phoenix. Kepublican. Daily aver. 1907.6,519. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


CALIFORNIA. 
Oakland, Fnquirer. Average 197, 
8,429; January, /908, 49,052, Largest 
irculation in Oakland guaranteed. 


COLORADO. 

Denver, |'oxt. Like a blanket it covers the 

Rocky Mountain region. Circulation—Daily 
59.6 Sunday 84,411. 
82 The absolute correctness of the latest 
circulation rating accorued 
the Denver Post 1s guaran- 
teed hy the publishers of 
Rowell’s American News- 
paper Directory. who will 
pay one tundred dollars to 
the first person wno success- 
fally controverts its accuracy. 


CONNECTICUT. 


Rrid ort, Evening Post. Sworn daily, year 
1907 i945. Sworn daily, Dec., 12,478. 


UA 
GUAR 
TEED 


Bridgeport, Morning Telegram. daily. 
Average for Feb. 1908, sworn 12,089. 
You can cover Bridgeport by using 
Telegram only. late. ic. per line, flat. 





Meriden. Journal, evening. Actual arerage 
for 1906, 7,580, Average for 1907, 7,748. 


Mertden. Moraine Record and Republican. 
Daily average 1906, 7,672; 1907, 2,769. 


New Haven, Evening Register,cy, Annual 
invader: for 1#7, 15,720; Sunday. 12,104, 





New Haven, Palladium. dy. Aver. ’06, 9,549; 
1907, 9,842. 4. Katz, Special Ayent, N. & 





New Haven, Union. Average 1907, 16,548. 


N 
E. Katz, Sp. Agt., N.Y. 





Lend Day. ov'a. Aver. 1906, 6,104; 
anni mo nn, 6.547. Gives best results, 





Norwalk,tveniny Hour. February circula~ 


tion exceeds 8,400. 
Norwich. Bulletin, morning. Averayve for 
1905, &, 920; 1906, 6,559: January 1908, 7,488. 


Waterbary. Revublican. Av. 1907, 6,888 
morn.; 4,400 Sunday. Feb.,’vs, Sun., 5,922. 


DISTRICT OF COLUMBIA. 
Washington, [Evening Star, daily and Sun- 
day. Daily average for 1907, 85,486 (OO . 


FLORIDA 


Jacksonville, Metropolis,dy. Average 1907, 
10,880. E. Katz, Special Agent, New York. 


GEORGIA. 
Atlanta, Journal, dy. Av. 1907,51,144, Sun- 
day 56,882, Semi-weekly 68,275. he Jour- 
ual covers Vixie like tne dew. 


IDAHO. 
Boise, Evening Capital News, d'y. Aver. 1907, 
5,868; Actual circulation, Dec. 3/, 1901, 6,070. 
ILLINOIS 


Aurora, Daily leacon. Daily average r 
1905, 4,530; 1906, 6,454; 1907, 6.740. es 





Cairo, Citizen. Daily average ist 6 months, 
/907, 1,585. 


Chicago, The American Journal of Clinical 
Meuicine, mo, .$2 00), the oven voor to the Ameri- 
can Voctor, and through him to tne American 
Puplic, Av. c/reul’n for past 3 years, 40,000, 


Chicago, Breeder's Gazette. weekly. $2. Aver 
virculation for year 1#6, 70,000. For year 
ended Dec. 25, 1107, 74,755. 


Chicago, Commercial Telegraphers’ Journal, 
monthiy, Actuul average for 1907, 15,000. 


Chienge, Dental Review, monthis. Actual 


average for 196, 4.0013 for 1907, 4,018. 
_ Chicago, Farm Loans and City Bonds. Lead- 
ing \uvestmeut paper of the United States. 





Chicago, National Harness Review, monthly. 
5,000 copies each issue of 1907. 

Chicago, Kecord-Heraia. Average 1907, dail 
151,564; ‘Sunday 216.464. Only Chicago 
morning paper mzeking detailed cir. t 
ar’The absolute correctness of the tare.t 

circulation rating accorded 
the Chicago Record-Herald 





Atala is guaranteed by the pub- 
te Ss lishers of Rowell’s American 


Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con: 
troverts its accuracy. 
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Chicago, The Tribune has tiie largest two-cent 
circuiation in the world. and the largest circula- 
tion of any morning newspaper in Chicago. ‘ihe 
TRIBUNE is the oniy Chicago newspuper receiv- 
ing (O©). 

Joliet, Herald, eveniug and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 

Peerta, Evening Star. Circulation for 1907, 

1,659. 


INDIANA. 


Fvaneville. Journal-News, Ar. for 1907, 18,- 
188. Sundays over is,0oe. E, Katz. 8. AN. 2. 


rime Up-to-Dave Farming. 1/907 ae 
204,848. luvlisued twice a month. 75c. a line. 
Notre Dame, The Ave Maria. Catholic weekly. 
actual net average for 1907, 26,112, 
Prineeton, Clarion-News. daily and ' _a 
Daily averaye 196, 1.501; weekly, 2,54 
Richmond, The Evening Item. daily. dion 
average net paid circulation oy nine months 
enainy Sept. 30, 17, & 141. A circulation of 
over 5,000 ranteed in all 1907 contracts, The 
Item goes into 8) per cent of the Rictmond 
homes. No street sales. Uses no premiums, 
sa The absolute correct ofth latest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
werts its accuracy. 
South Rend. Tribune. Sworn arerage Jan. 
°08, 9,895. Absolutely best in South Bend. 


IOWA 


alt ee: Hawk-Eye. daily. 
.987. “All paid in advance.” 


ain Times. Daily aver. Feb., 18.60%. 
Circulation in City or tota guaranteed greater 
than any other paper or no pay for space. 

Des Moines, Capital, daily, Lafa. re Young, 
Publisher. Circulation for 1907, 4 Rate 
70 cents per inch. flat. If you are a business 
in lowa, the CAPITAL will get itfor you. First in 
everything. 

Des Moines, legister and Leader—daily and 
Sunday —carries more “Want” and local display 
advertising than any other Des Moines or lowa 
paper. Average circulation for 1907, 80,478. 


KANSAS. 


Hutchinaon. News. Daily m7, 4.2603 71907, 
70. E. Katz, Special Agent. N. Y. 
Lawrence, World, daily. Actual average for 
197, 4,217. 


eee bea eben in dy and wy. Average 











Arer, 1907, 


1907, daily 28; weekly 5,547. 
KENTUCKY. 
Lexington, Leader. Av. '06, evg. 5,157. Sun. 


6,798; for °07, eve'g, 5,890, Sy, 7,102. E.Katz. 


— 


\uguata. Comfort. mo. 
Actual average for 1907, 4 294,488. 

Augusta, Maine Farmer, w’kly. Aver. for 1907, 
14,126. hates low; recognized farmers’ medium 

Bangor, Commerci: a T ccanmaasiaant 1907, daily 
10,018; weekly, 28,42 

Madison, Bulletin, wy. Circ., 1906, 1,581; for 
197, 1,699, ‘mly paper ip Western Somerset'Co. 

Phillips. Maine oods and Woodsman. +) aa 
J. W. Brackett Co, Average for 17, 8,012, 

Portland. Evening Express, Arerae for 1907, 
daily 18,514. Sunday Teleyram. 8,855. 

MARYLAND. 


Baltimore, Americen. Daily average for 1907, 
75,652; Sun., 91,209. No return privilege. 


Gannett, pub. 
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Baltimere, News. daily. Evening News Put — 
lishing Company Averaye 1907, 77,2748. For 
February, 1908, 
The absolute ‘correctness of the 
latest circulation rating eee. 
the NEws is guaranteed by t. 
ublishers “i Rowell’s American 
ewspaper Direc 
pay one hundred gi ey fe “the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boaten. Evening Transcript (©©). Boston's 
tea table paper. Lar gest ainou amount of week day adv. 


tot tt tk 


Boston. Globe. Average 197. daily, 181,8445 
Sunduy 808,808. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 


We te & te te te 


poten ™, rey Average 1907, 
aatty 980; Sunday, 
6,76 63. "Net over two —- 
ing n the country 
e Pare circulation. In- 
¢ nding morning, evening and 
Sunday papers n comparison, 

not over six American news- 

gapere approach the circula- 

ion of the Daily oad Sunday 

editions of The Bost ‘on Post. 

“Grow with us in 1908.’ 

Lynn, Evening Item, Da Daily sworn av. year 
1906, 15,068; 1907, averave, 16,522. ‘ine 
Lynn family paper. Circulation unapproach: a 
in quantity or quality by any Lynn paper. 

Woreeater. L'Opinion + ue, daily (© ©).. 
Pata average for 1907. 4,58 . 
MINNESOTA. 
Mianeapolia, Farmers’ Tmbune. twice-a-week. 
W. J. Murphy, pub. Aver. r. for 1907, 82, O74. 








Minneapolia, ‘Journal. Daily 
and Sunuay ‘@@). In 1907 _—_ ; 
age daily circulation, %6,86 
ily pan oe circulation a d 





Feb., 1908, 79,194, Average Sun 
day ‘circulation Sor Feb, sws8, 
74,897. The absolute accuracy 
of the Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
uaranteed to go into more 


omes than any puper in its field 

and to reach the great army of 

I | purchasers _throughout the 

Northwest. The Journal brings 
results. 


Minneapolis. Farm Stock, and Rome, semi- 
Monthly. Actual average 195. S7T.1N73 aver- 
aye for 1906, 100,266; for 197, 108.588. 

The abs tute accuracy of Farm, 
Stock «© Home's ctrculution rating 
is yuara.teed dy the American 


Lear Newsvaper Direct Nig Aegon is 
AN practicuily conjin ‘o the farmers 
aay oof Minnesoti, the Dakotas. Western 


Wisconsin ana Northern lowa. Use 
tt to reach section most prontadly. 
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Minneapolia, Svenska Amerikanska Posten. 
Swan J. Lurnolad, pub. 1907, 54,262. 
CIRCULAT’N Minneapolis Tribune W. 
J. Murphy, pub. Est. i867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Jor the year ending December, 
197, was ‘26,608. The daily 
by Ata Nawe- Tribune average per issue for 
paper Diree. the year ending Decenber, 197 
tory. was 101,165, 
St. Paul. PioneerPress. set average ctrcula- 
tron for 1907—laily 85,716. Sunday 85,465. 
The «absolute accuracy of the 
Pioneer Press circulation state- 
ments is guaranteed by the Ameri- 
can Newspaper Directory. Ninety 
r cent of the money due for sub- 
scriptions is collected. showing that 
subscribers take the pauper becuus- 
they wart it, Ali matters pertain 
tiny to circuiation are upen to to inrest:gaution. 








Winona, Republican-tierala Av, June, 4,616 
Best outside Twin Cities aud Dulucn. 


MICHIGAN. 
City, Times, evening Average for 
1907, re A 054 copies, daily, guaranteed. 


Jackson, Patriot. Average 
December, 1907, 8,527; Sun- 
day, 9,529. Greatest net cir- 
culation. Verified by Asso 
elation of Americen Adver- 
tisers. Sworn. statements 
monthly. ¥xamination wel- 
comed. 


Saginaw, Courier Heral: daily. only Pew 
paper; aver. for 1907,14,749. Iixam. by A 





There is no stronger home 
newspaper anywhere 
in Michigan than 


THE SAGINAW 


URIER-HERAL 


(40 YEARS OLp.) 

Home circulation is an important 
asset and of exceeding value to pub- 
lisher and advertiser alike, It is 
necessary for production of mutually 
satisfactory results, 

Tue Covrier-HERALp is the only 
morning, only Sunday and only Re- 
publican daily in a strong Republican 
community, present population of 
which is 60,000. 

1906 average was 14,397 net paid, 
Guaranteed by A. A. A. and recog- 
nized as true by American Newspaper 
Directory. 

Rates are low. 
to quote you. 


THE S. C. BECKWITH 
SPECIAL AGENCY 
Sole Agents Foreign Advertising 
Cuicaco - Tripune Bipc, - New York 


We will. be glad 











aginaw, Evening News. daily Average for 
; 0.699. 


oat 0.58 February, 1908, 
MISSOURI. 
Pye or a gh daily Average 1907, 17,080, 
Katz, Special Agent, N. Y. 





oseph, News and Press. Ctireulution 
ane 'si,a8e. Smita « Thompson, Eust, Reps. 
8t. Louis. National Druggist.mo. Henry R. 
oon Editor ana Publisher. Aver. 14 mos. 1907, 
10,685 (@ ©). astern office, 5) Maiden Lane. 
St. Louis, National Farmer and “tock Grower, 
mo. .ctual average for 1907, 104,666, 


MONTANA. 


Missoula, Missoulian. Every morning. Ae 
erage 12 months ending Dec. 8/, 1906, 5,107. 


- NEBRASKA. 


Lincoin, Deutsch-Amerikau Farmer, weekly. 
Average 1906, 141,539. 


Lineoln. eA ouen weekly. Actual average 
Sor 196, 142.984 


NEW HAMPSHIRE. 


Manchester, Union. Av. 1907,17, 077, daily, 
N. ft. Farmer and \ eekly Union, 15,550, Jor 06, 


Nashua. Telerrapn. The only daily in city. 


Average for 1907, 4,271. 


NEW JERSEY 


Asbury Park. Press. 1907, 5,076. Gaind 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual average for 
year ending December 3/, 1907, 9,04 


Elizabeth, Paar 150° 
7,847; 1907, 8,811; Jan., 05, 9,479, 


Jersey City. Evening Journal. A: eraye for 
19/7, 24,880. Last three months 17. 25,928, 


Newark. Kve. News. wn, Sor 1906 
68.022 copies; for 1907, et ioe, Jan. 69,829. 


Trenton, Kvening Times. Ar. 1906, 18.227; 
aver. 1907, 20,270; last 4 yr. ’07, aver., 20,409, 
NEW YORK. 


Albany. Evening Journal. Daily average for 
1907. 16,895. It's the leadiny paper. 


6,515; 1906, 


Bro ¥._Printers’ Ink —e 
THE STatDARD UNION now has the 
largest circulation in Brook igs. Daily 
average for year 41907, 52,6: 


Ruffalo. Courier. morn, Av.1907, Sunday .%1- 
447; daily, 51,604; Enquirer, even.. 84,570. 


uffaio. Evening News. 
94.690; for 1:96, VA. T4i3 
c 


WLVBNs 195 





Daily average 1905, 


1907, 94,848. 


g. Leader, eveni Average 14, 
. 695; 1906, 6.535; 707, 1v.. 6,245. 





Mount Vernon, Arcus evening Actual daily 
average for year ending Dec. 31, 1907, 4, 

Newburgh, “ews. aails. Average i907,5, 81; 
six times that of other Newburgh papers. 


New York City, 


New York, Army and Navy Journal Est. 1°63. 
Actual av. for ’07, 9,824; av. Jan. 08, 10,125, 

seni. meter Average for year e.ding 
Dec. 28,1906, 15,21 

Baker's pemiiany ome W. R. Gregory Co., 
publishers. Actual averae for 197, & 784. 

Benziger’s Magazine, the only popular Catholic 
Familv Magazine published in tbe United States, 
Circulation for 1907 64,416; 50c. per agate line. 

Clipper, weekly (Theatrical). Frank * re 
Pub. Co,, Ltd. Aver. ror 196, 26,.611100 








El Comercio, mo. Spanish export. J. Shepherd 
C.ark (0, Average for 1907, 8,888—sworn. 





Music Trade Keview, music trade and art week- 
ly. Average for 1907, 4,709 








Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888, 
Actual weekly average for 
197, 7.269. 
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The People’s ‘Home ‘Jourral. : 564,416 . mo. 
Good Literature. 458,666 monthly, dvemige cir- 
culations for 1907—all to gate -in-advance sub- 
scribers. F. M. Lupton, publ publisher, Inc. 


The Tex and Coffee Trade Journal. Average 
circulation for year ending Mar, 1908, 9,480; 
Mar. 1908, issue, 10.5 

the Worid. Actual aver. for 1907, Mor::.. 345,- 
442. Evening. 405,172, Sunday, 848,885 


Schenectudy. Gazette, dail A. N. Liect 
Actual average for '04, 15,809; or 'v7, 17,152. 


Syracune. Kvening Itera.c. daily. Herald (‘o 
pub. Aver, 196, daily 35.206, Sunday 40.064, 


Troy, Kecord. Average circulation 
1907, 20,168, Only paper in city which 
has ‘permitted A. A. A. examination, and 
made public the revort. 


Utlen. National eee Contractor, mo, 
Avreraye Jor 1906, 2,62. 


Utien. Press. daily (to A. Meyer, publisher. 
Average for year ending Dec. 31, 1907, 14,889. 


NORTH CAROLINA. 


Charlotte, News. For 1907, 5,857; Times- 
Democrat, 6,099, Compare these figures with 
any other evening or semi-weekly in this ter- 

tory. 


NORTH DAKOTA. 


Grand Forks, 5 Av. yr. 05, 7,201. 
Aver. Jor year 1906, 3,180 


OHIO. 
Akron, Times, daily. Actual average for 
pear 1906, 8,977; 1907, 9,551. 


Ashtabula, Amerikan Sanomat. Finnisb. 


Actual average for 1906. 10.690, 





Cleveland, Piain Dealer. Est. 1841. Actual 
daily average 1907, 74,911; Sunday, 88,878; 
Feb., 1908, 70,461 daily; Sun., 85,186. 


@oeshocton, Age, daily. Net average 1907, 
2.796. Cash in advance circulation. 





Dayton, Journal. ~ First six months 1907, act- 


ual average. 24,196, 


Springfield. Farm and Fireside, over 4 cen- 
tury leading Nat. agricult’l paper. Cir.445,000, 

Warren. Daily Chronicie. Actwrl arerage 
for year ending December 51, 1906, 2,634. 


VYoungatown. Vindicator. D'y. av.'07, 14,7683 
Sy. 10,017; LaCoste & Muxwell, N Y. & Chicago. 
OKLAHOMA. 


Ardmore. Ardmoreite, daily. 
1906. 2.445, 


Average for 


Muskogee, Time:-Democrat iy Je 1906, 5,» 
b143 for 1907, 6,659. E. Katz. Agt., 


Oklahoma City, The Oklahoman. 1907 a 
20,152; Feb. 1908, 22,668. E. Katz, Agent. NY Y. 
OREGON. 


Mt. Angel. St. Jonspte eats. Weekly. Aver 
age for September, 1907, 20,880. 





Portland, Journal, daily. Average 1907 

28,805; for Dec., 1907, 29,885. The 
absolute correctness of the latest circula- 
tion statement guaranteed by Rowell's 
American Newspaper Directory. 


Portland, The Oregonian (6). 
For over fitty years has been the 
great newspaper of the Pacific 

orthwes nenees circulation, 
ore local and 


more fore 

more classi! ed advertising than 

-~ other Oregon newspaper. Feb- 

ary Rata ‘aatiee average 

88,898; Sanday average 42,26 


Portland, Pacific \ Northwest, mo.; average for 
1907,16,000, Leading farm paper in State. 








PENNSYLVANIA. 


Chester. Times. ev’g d’y. Average 1907.7.640. 
N. Y. office, 220 Bway. F. kh. Northrup, Mer. 

Erte, T:mes. daily Aver. for an, y SB EO 
Feb. 1908, 18,486. E. Katz, Katz, Sp. Ag., 


Harrisburg, Telegraph oh Swornav. Feb. 1908, 
15, 184, Largest paid cir. in H’b’g or no pay. 


hiludeinuia, Confectioners’ Journal. mo. 
AV. 1905, 2.470% 1906, 5.514 (OO). 





FARM JOURNAL 
the United ‘States ie only a ag whe 


awarded all fou 
pnt ag | gl the aay 





The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual 
circulation of THE BULLETIN for eacu day in 
the month of February, 1998: 








» 257.924 
Total for 25 days, 6,593,073 copies. 
NET AVERAGE FOR FEBRUARY 


263,123 copies a day 


“The Bulletin’s” circulation figures are net; 
all damaged. unsold, free and returned copies 
have been omitted. 

WILLIAM L. McLEAN, Publisher. 


EMiadeisite. The Press is 
Philadelphia’s Great Home News- 


=. esides the Guarantee 
tar,it has the Gold Marks and is 
on the Roll of Honor—the three 
most desirable distinctions for 
any newspaper. Sworn average 
circulation of the daily Press for 
1907, 102,993; the Sunday Iress, 124,006, 


Wear © pastors Local News, 
daily. W. H.H on, Averayefor 
1907, 15, 687. In its 35th year. 


UA Independent as er Count 
© AN R aud Taanite | for tts fieid. Deccter 
gaa?) to home news. ve 18 &@ home 

is second 


pa er Coun 
rene. State in agrtcultwrat wealth. 





“America’s Greatest 
Family New .” Average, 1907, 281,687. 
Circulated in Seer 13,000 sma. cities, towns and 
villages. Home circulation. Guarant 


Williamaport Grit. 
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Work, Dispatch and Daily. Average for 1907, 
98,124. 


RHODE ISLAND. 


Pawtucket. Fvening Times. Aver. ctroulation 
Sor 1907.17,908 . sworn. 





Previdenee. Daily Journal. 17,712 


ndau. 78 ©®). preseee 
vy y= yy pen nag sw? Bulletin 


circulation for 1908 over 45,000 daily. 


Providence. Tribune. Aver. for 1907, 
Morn, 11,793; Even. 8 1 TOR Sun. 16, pee.’ 
Mos. progresriv epaper nthe field. Eve: - 
ing edition guaranteed by Kowell’s A. N.D. 


SOUTH CAROLINA. 


Churleateon. Evening Post. Actual dy. aver- 
aye fur 127, 4,251, 


Columbia, State. Actual aver- 
age for 196, daily (@ ©). 11,287 
copies; semi-weekly, 625; *Sun- 
day ‘OQ. 196, 12,228. Actual 
Ss aen. . 1907. ‘ont ‘9 
18,05:' Sunday ( ) e 
en 2,997. " 


Semi-weekly 
Spartanburg, Herala Actual daily ozergee 
> “y Dec., 1907, 8,067. 


circulation for 1907, 2,715. 


TENNESSEE. 
Chattanooga, News. Average 
Sor 1907, 14.4 Only Chatta- 
nooga paper permitting exami- 
nation circulation by A. A. A. 
Carries more advg in 6 ways 
than morning paper 7 days. Great- 
est Want Ad medium Guuran- 
tees largest circulation or no pay. 


Knoxville, Journal and _ Tribune. 
feek-day average Fs ending Dec. 
3/, 1907, 14,694, average Jan. 
24 in excess of 15,000. The leader. 
Memphia, Commercial aegeet. daily. Sunda. 
weekiv. First six months 190; Dy., 41,78 : 
Sunday, 61,485; weekly, 81,212. ‘smith & 
Jbcmpson, Kepresentatives. N.Y. and Chicago. 


Nashville, Banner. Golly. Aver. for yeur 1906, 
Bi, 855: for 197. 86,2 
TEXAS. 


FE! Paso. Herald. Jan.. av., 9,008. More than 
both other El Paso dailies. Verified by A. A. A. 


VERMONT. 
Barre, Times. dailv F E. Langiev. Aver. 1905, 
8,527; 1906, 4,118; /907,4,585, Exam. by 4.A.A. 
Bennington. Banner. daiiy. F. F. Howe. 
Actual average for 190, 1,980; 7907, 2,019. 


Rostngsee. Free Press. Daiiy average for 
17, 8.41 Largest ciiv and State cireula- 
. Examined by Asso. of Amer. Advertisers. 


lier, Argus, daily. de. an, ‘6,006. 





Mentpe 
Only Montpelier paper exam. by A 
Rutland, Herald Average | 7, utes 
Ruland paper examined by A 


®t. Albans, ry wa vy 4 Average for 1907, | 
282. ikxamined by A. | 


WASHINGTON. } 
Sonttio, a tmeettigencer : ©o). | 
for Ja 8, net - Sur.day | 
40,34 Daily, 88. 008; week: day 


Only 


Atala $1,892. Oniv sworn circulation 
AN in Seattie. Largest genuine and 
TEEO cash paid circulation in Washing 


ton : bignest quality, best service 
greatest resulis «lways 


Tacoma, Ledger. Average /907, daily, 18,506; 
Sunday, 21,798. 


Tacoma. News. Average 1907,16,525; Sat- 
urday, 17.610, 


WEST VIRGINIA. 


Ronceverte. WV. Va. News. wy. Wm. B. Blake 
& Son, pubs. aver. 197. 2,5) 


WISCONSIN. 


Janesville, Gazette. Daily average for 1907, 
8,67 1; semi-weekly. 2,416; Jan., ’08, dy., 4,011. 


Madinen. State Journai.dy. Actual average 
Sor 197, 5,086. 


Milwaukee, Evening Wisconsin,d’y. Av. 1907, 
28,082 ‘©@). Carries largest amount of ad- 
vertisiug of any paper in Milwaukee. 


Milwaukee, The Journal. eve., 


Awe 6,860. The Journal, six anys, 

AN cairied more advertising in 1 
TEED than aid the leading morning 
—~ with its Sunday included, 

praciically double the 

amount, ra es consider: d.of any other evening 
newspaper The Journal ieads all Milwaukee 
‘ailies in Classified. Its city circulation equa 
to the comined city aa of any three 
other Miiwaukee pape 
Oshkosh, Northwestern a. Average for 
1907. 8,680. Examined by A. A. A 


Racine, Journal, daily. Average for the last 
siz months 1907, 4, J xi ad ef 


T" WISCONSIN 
Agricotrorist 


Racine. Wis., Estab. 1877. 
Actual weekly a Sour. 
ended Dec, 30. 56, 

Larger aelunaiien 4 Wiscon- 





sin thanany other paper, Adv- 

#3.50 an rch N. Y. Office. Tem. 

ple Ct. W.C acide Mor. 
WYOMING. 


Cheyenne. Tribune Actual daiiy ene-ane ret 
for 1906, 5,126: semi-weekly, 9 mos., ’07, 4,294, 


BRITISH COLUMBIA. 
Vancouver, Province. daily. Av. for 1/907, 
18,846; Feb. 1908, 15,618, H. DbeClerque, U.8, 
kKepr., Chicago and New York. 


MANITOBA, CAN. 


Winnipeg, Der Nordwesten. Canada's Ger- 
man newsp’r. Av. /907.16,546, Rates “6c. inch. 


Winnipeg, Free Press. daily and weekl+. Ar- 
erage for 1907, daily, 86,852; daily Feb. 1908, 
85,467; weekly av. for mo. of .Feb, 28,575. 


Winnipeg, Teiecram. Average daily. Jan. 
08, 28,4708. Weekly av. 25,000, Fiat rate, 3c. 


QUEBEC, CAN. 
Montreal. Ia Pre se. Actual average, /907, 


| dvily 108,828, weekly 50,197. 


ae 

Montreal, The Daily Star and 
The Family Heraid and Weekly 
Star have nearly 200.000 subscrib- 


chew ers, representing 1.000,000 readers 
AN —one-fiftn Canada’s population. 
TEED Pie cir. of the Daily Star for 1107, 


2,887 conies daiiy; the Weekly 
me 129,885 copies each issue. 
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©6) GOLD MARK PAPERS©@O) 





Out of a grand total! of 22,898 publications listed in the 1907 issue of Rowell’s American Newspa- 
per Directory, one hundred and tweuty are distinguished from all the others by the so-valied gold 


marks (@©). 





ALABAMA, 
_" MOBILE REGISTER (©©). Kstablished 
1821. Richest section in the prosperous South. 


WASHINGTON, D.C, 
Everybody in Washington SUBSCRIBKS to 
THE EVENING AND SUNDAY STAK. Average, 
1907, 35,486 ‘©@). 


JACKSONVILLE TIMES-UNION (© a Pre- 

eminently the quality medium of the Sta 
ILLINOIS. 

BAKERS’ HELPER (O ©). Chicago. only “Gold 
Mark’ journal for baxers, Oldest, beat kuown. 

THE INLAND PRINTER, ( Chicaxo, od ©) Act- 
ualaverage circulation for 1905, 1 

TRIBUNE (© ©). Only paper Pa il ago re- 

ceiving this mark. because TRIBUNK ads bring 
satisfactory results 


KENTUCKY. 


LOUISVILLE COURIER-JOURNAL (@©). 
Best paper in city; read by best people. 


' MAINE, 
LEWISTON |: VENING JOURNAL, daily, aver- 
age for 1907 84; weekly, 17,545 (© ©); 7.44% 
increase daily over last year. 
MASSACHUSETTS. 

Beaton, Am. Wool and Cotton Reporter, hKeec- 
ognized organ of the cotton and woolen indus- 
tries of America (Q©). 

BOSTON EVENING TRANSCRIPT (@O). estab- 

lished 1830. The only old mark dai.v iu Boston. 

TEXTILE WORLD KKCORD (@©), Boston. The 
medium through which to reach textiie mills 
using |,885,000 horse power. 

WORCESTER L'OPLINION PUBLIQU: (© ©) is 
the leading French daily of New England. 

MINNESOTA. 

THE MINNEAPOLIS JOURNAL (© Largest 
bome circulation and most product 76 circula- 
tion in Minneapolis. Carries more loval advertis- 
ing, more classitied «dvertising and more total 
advertising than avy paper in the Northwest. 

PIONEER PRESS (@@). St. Paul, Minn. Most 
reliable puper in the Northwest. 

NEW Vouk. 

BUFFALO COMMERCIAL (@©). Desirable 

because it always produces satisfuctory resuits. 


ARMY a NAVY JOURNAL, 2&2. daa 
ite class in c! 





Brow ‘KLYR EAGLE (@®) | (O®©) is on adiedinne 
medium of Brooklyn. 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. These people read the 
CENTURY MaGaziNk. 


DRY GOODS ECONOMIST (@©6), the recog- 
nized authority of the Dry Goods and Depart- 
ment Store trade. 


BEROTRICAL. REVIEW (© ©) covers the field. 
Read und studied ty thousands. Oldest, xbiest 
electrica: weekly. Reaches the buyers. 


ELECTRICAL WORLD (@©). Established 1874. 
The great international weekly. Cir. audited 
verified and certified hag i oe ae of Amer. 
~- Advertisers. cir. durin 

As 18,204. MooRAW. PUSLISHING COM ANY, 


yt in NEWS 7@@). The leadin 
engineering paper of the world; estanlished 1874. 
‘eaches the man who buys or has the authority 
comely. 16,000 weekly. 


THE ENGINEERING RECORD (©). The 
most progressive _ Pn eet J journal in 
the wor! Circulat vera over 14 _ per 
week. McuRAIW I UBLISi + COMPANY 


r 





HARDWARK DEALERS’ eg. 
In 1907, average issue, 21,500 


Specimen co} mailed wu uest, 
D. T. MAI LUECT, Pui tis apn eu N.Y. 


NEW YORK atin ee ) (@@). Whoever mean- 
tions America’s leading newspapers mentions 
the New York HERALD first. 


NEW ~— | aaataat ). 
1,000,000 a “ss 

NEW came “TRIBUNE ‘© ©). daily and Sun- 
day. Established 1841. A conservative, cleap 
and up-to date newspaper, whose readers re — 
sent inteidlect and purchasing power toa hig! 
grade advertiser 

Phos rernarbe'y Pepe {eo so hes the largest 
cir in the wortd. 

STREKT RAILWa¥ SGGKNAL (©). The 
foremost = on city and interurban rail- 
roading. re circulation for 1907 82% 
weekly. Megha PUBLISHING COMPANY, 

VOGUE (©©) carried more advertising in 1906, 
1906, 1907, than any other magazine of gen. civ. 

THE POST EXPRESS (@@). Rochester, N. £- 
Best advertising medium in thie section. 


Actual sales over 








HIO. 

CINCINNATI ENQUIRER (O©). In mg bee ie 
cal advertising was 33 1-3% COO. Dt 
loval advertiser knows where to 3) maa mm 
money. The only Gold Mar’ k puper in Cincinnati. 

aa 

THE OREGONIAN ‘ established 186%. 

The great newspaper of the P Chacha Northwest. 
PENNBYL VANIA. 

THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. It is on te Roll of Honor 
bas the (suarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
par er Sworn circulation of The Daily Press, 
‘or 1907, 102,993; The Sunday t Press, 124,006. 


THE PITTSBURG 
@® DISPATCH ‘ee 


4nai 











The th advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fieid. t two-cent 
morning paper poeas & prestige most 
protitabie to advertisers. wzargest Lome 
delivered etrduietion’ Greater Pittsburg. 











RHODE ISLAND. 


PROVIDENCE JOURNAL (©6), a conservative 
enterprising newspaper with: without a single rival, 


SOUT CAROLINA, 
THE STATE (@©), Columbia, 8. C. Hig! 
quality, largest circulation iv South Carolina, 


VIRGINIA, 
THE NORFOLK LANDMARK (©©) is the 
home paper of Norfolk. Va. That speaks volumes. 


WASHINGTON. 

THE POST INTELLIGENCER (© ©). Seattle’s 
most progressive paper. Oldest in State; clean, 
reliable, influential. All home circulation. 

Wisconsin. 

THE MILWAUKEE — Weconees 

(@O), the only goid mark d mark daily in Wisconsin. 
OANADA. 

THE HALIFAX HERALD (@ 

ING MAIL. Circulation 15.558, 


THE GLOBE (© ©). Toronto, is now, as alwaya@ 
the greatest advert sing medium iu Canada 


pane ¢ the EVEN- 
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THE WANT-AD MEDIUMS 


A Large Volumé of Want Basiness is a Popuiar Vote for the 
Newspaper in Whith It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 
y 7 ANT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word. 





CONNECTICUT. 
\ ERIDEN, Conn... MORNING KXCORD, Old es- 
4 tablished family newspaper; covers fleid 
60,000 high-class pop.; leading Want Ad paper. 
Classitie: rate. cent a word: 7 times.) centsa 
word. Agents Wanted, halt acenta word. 


DISTRICT OF COLUMBIA. 
vee Fis es and Sunpay STaR. Washington, 
©). carries DOUBLE the number of 
Wane Ase of any other paper. Rate lc. * word, 


ILLINOIS, 


™ Champaign NEws is the leading Want ad 
medium of Centra! Eastern Lilinois. 


CONT EARLY everyboay wno reads the Eng- 

language in. around or about Chi- 
cago, reads the DAILY NEWS,” says the Post-office 
Review. ang that’s why the DaiLy’ NEws is Chi- 
cago's “want ad” directory. 


T= TRIBUNE publi lassified ad- 
vertising than any other Ghteawo newspaper. 





INDIANA. 


The Lake County Times 


Hammond, Ind. 


n Up-to-Date Evening Paper. Four Edi- 
ate Daily. 
The advertisins medium par excellence of 
the Calumet Region. Kead by all the pros- 
rous vusiness men and well-paid mechan- 
ics in wnat has been accepted as the 
Logical Industrial Center of America.” 
ouaranteed circulation over 10,000 daily. 














HE INDIAMAPOL. 1S NEWS, the best medium 
in the Middle West for mai -crcer classified 


advertising, carries more of it than all the —- 
Indiana) is — combined, its total in 1 
veing average of 919a 2 es 38 


more than alt Ay y- local papers bad. The 
—, elassified rate is one cent a word, and its 
daily paid circulation over 75. 


STAR LEADS IN INDIANA. 


Daring’ a year the LDIANAPOLIS STaR carried 
626.26 1 of paid d advertis- 
ing than carried sd its nearest « —— auring 
the same period. The STaR gained 1749.89 columns 
over 1906. During the past two years the STaR’s 
circulation has exceeced that of = other 
Indiana newspaper. lave, six cents ver line. 








10WA. 
fy’ HE Des Moines REGISTER AND 1.E4DER; onl 
morning paper: carries more “want’’ 
vertising tban any other lowa newspaper. One 
cent a word, m’thly rate $1.25 nonp. line, dy.& Sy. 





MAINE. 


Ta KVENING EXPRESS carries nore Want ads 
than all other Portiond dailies combined. 





MARYLAND. 
ie Baltimore News carries more Want Ade 
than any other Baltimore daily. It i* the 
recognized Want Ad medium of Baltimore 





MABBAONUBET'IB. 


Wr WW Wr WW 


HE BUSTON GLOBE, daily and Sunda oe 
the year 1907, printed a total of 446.7: ‘pai 
“‘want”’ hs here was a gain of 1,979 over te 
wd 1906, and wus 230,163 snore than ‘Naed other 
Boston paper carried for the year 1907 


te te i ie te 


']\HK Boston kvening TRA} TRANSCRIPT is the great 
resort guide for New Knglanders. 
expect to find all goou places listed 1n its m4 


tising columns. 





MINNESOTA. 


The Minneapolis JOURNAL, laily 
and Sunday, cerrie: more clas 
sitted advertising thap any other 


Minneapolis new or aper. No free 
Wants and no Clairvoyant nor 
objectionable medical advertise- 
ments printed. Cinssified Wants 
printed in Feb., 134,04 lines. In- 
dividual advertisements, 19,476 


Eight cents per agate line per in- 

sertion. if charged. No ad taken 

for less than 24 cents. If cash ac- 

oo —— order the rate is Ic. a 
word. No ad taken ‘ess than 20¢ 


HE MINNKAPOLIS TRIBUN om is the recognized 
Want ad di 


CIRO'LAT’N © 





HE MINNKAPOLIS TRIBUSK is 

the oldest Minneapolis daily 
and has over 100.000 subscribers. 
It publishes over 80 column: of 
Want advertisements every week 
at fuli price (average of two 
pages a day); no free ads; price 
dah both ening and even- 
by Ain owes ing issues. ate. 10 vents per 
paper Di'tery line, Daily or Sunday 


S", PAUL DISPATCH, St. Paul, Minn., covers 
its field. Average for 1907, 68,67 


MISSOURI. 
HE Joplin GLoBs curries more Want ads 
than all other papers in Southwest Missouri 
sombined, because it gives results. One cent a 
word. Minimum, lic. 


MONTANA, 
T= puacsete ae . Montana’s great 
t-Aa”’ medni word, Average 
aveudithen daily for 1907. i ‘Oud; Sunday, 15,0¥0. 


NEW JERSEY. 
ERSEY CITY EVENING JOURNAL leads all other 
e Hudson County newspapers in the number 
of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 


EWARK, N. J. FREIE ZEITUNG (Daily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word; 8 cents per month. 


NEW York. 


LBANY EVENING JOURNAL. Mastern N. 
beat paver for Wants ana classifies ads. 


sp ph dt EVENING NEWS with over 95,000 cir 
culation, is the only Want Medium in Buffalo 
and the strongest Want Medium in the State, 
outside of New York City 


Y.’s 


RGUS, Mount Vernon’s only daily. Greatest 
Want Ad medium in Westch r County. 





Scene 





sce aa 





eee 














RINTERS’ INK, published weekly. The rec- 
ognized and leaging \\ antag medium for 
want ad meuiums. mail order articles, advertis- 
ing novelties, printing. typewritten ci:cuiars, 
rubber stamps, cflice devices. adwriting, balf- 
tone making, and practivaliy anything wbicn 
Interests and appeais to advertisers and pusi- 
oess men, Classified aovertisements, 20 cents 
a line per issue flat, six worus co a line, 


ie a lst of 100 recognized classified advertising 

mediums. only two produced results at a 
lower cost than the CINCINNATI ENQUIRER. A 
word to the wise is sufficient. 


Y ouNGsrown ViNviwATOR—Leading “Want” 
medium, le. per “ora. Largest circulation. 
OKLAHOMA. 

FINE O8LAHOMAN Ot:la. City, 22.668. Publishes 

more Wants than avy 7 vkia. ccmpetitors. 
PENNSYLVANIA. 

Ts Chester, Pa.. 1IMES carries from two to 

five times more ciasvitiea ads than any 
other paper. Greatest circulation, 
RUODE ISLAND, 

JROVIDENCE TRIBUNE. morning and even- 

ing, 43,900, brings results, cost tue lowest. 


SOUTH CAROLINA. 
ytd Columbia STATE (©©) carries 
more Want ads then any other 
¥ South Carolina newspaper. 


UTAM, 
= ALT LAKE TRIBUNE—Get results—Want-Ad 


medium tor Utah, idaho and Nevada. 
CANADA, 


PE DAILY TELVGRAPH, St. John, N. B., is the 
want ad medium ot the maritime provinves. 
Larges! circulation and most up to-date paper of 
ten Canada, Want ads one cent a word. 
Minuoum charge 2% sents. 


A PRESSE. Montrea:. cargest daily circula- 
tion in Canada witnout exception. (Daily 


100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 


ae Montreal DaILY STAR curries more Want 

vertisements than aJi other Moncren) 
dailies combined. The FamILy HeksLp aXv 
WERELY STAR carries more Want advertisemeuts 
than any other weekly paper in Canada. 


BOOKLETS. 


Van Zandt, Jacobs & Co., col- 
lar and cuff manufacturers, of 
Troy, have issued their 1908 cata- 
logue, designed especially for re- 
tailers. Its space is mainly de- 
voted to half-tone illustrations of 
the style of collars and cuffs that 
the company makes, 








The Simonds Manufacturing 
Company, Fitchburg, Mass., has 
just passed its seventy-fifth anni- 
versary, and has commemorated 
the occasion by issuing an Anni- 
versary Book, designed and print- 
ed by the University Press. The 
book is 1034 by 7!4 inches, print- 
ed on heavy wood-cut paper and 
bound in board. It contains an 
account of the important events 
in the history of the family which 
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has made Simonds’ saws _ for 
thirty years and Simonds’ knives 
for three-quarters of a century. 
Many half-tone illustrations are 
scattered through the book, 


The Maine Central and Sandy 
River Railroad has issued a 
booklet describing the Rangeley 
Lakes and Dead River region, 
upon which unusual care in com- 
pilation seems to have been ex- 
pended. The work suffers on 
account of its unwieldy shape, 
and also, perhaps, because a 
brown-black ink is used. Dead 
black ink is more satisfactory, as 
a rule, especially in bringing out 
the details of small half-tones. 
There seems to be no reason that 
demanded this booklet should 
be folded to the size of the ordin- 
ary railroad folder, inasmuch as 
the one map was tipped in at the 
back, and takes an entirely dif- 
ferent fold. Of course, in its 
present form, the booklet fits the 
pocket, as well as the hotel time- 
table rack, but this convenience 
seems to have been secured at 
too great a sacrifice, 


Hutzler Brothers, Baltimore, 
dealers in dry goods, have issued 
a book to commemorate _ the 
fiftieth anniversary of the store’s 
existence, and a copy has been 
sent to Printers’ INK by Lesli> 
H. Peard, the advertising mana- 
ger. The book measures g by 12 
inches ana has 32 pages, printed 
on one side of the paper. The 
cover is white, with embossed 
lettering and border in blue and 
gold. The pages within are of 
deckle-edge laid stock, specially 
water-marked, printed in light 
blue, and the whole is bound to. 
gether with white silk cord. 
Harrison Fisher’s services were 
secured to draw a picture of the 
“Baltimore Girl,” and this pic- 
ture, in color, adds to the book's 
attractiveness. The _half-tones 
which appear throughout the 
book represent scenes in the 
store and are tipped in. 


—_+or——_—_—_——— 


THE comma (the bane of the com- 
positor and source of war between the 
proofreader and the typesetter) was in- 
troduced in 1521. rinting Trade 
News. 
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ADVERTISING RATES 
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, double price is demande 
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—n 5 —— appeariog as reading matter is in- 
serted fre 

Ali advertisements must be handed in one 
‘week in advance. 


New York, March 





18, 1908. 








Don’t allow a customer to mis- 
understand, or to be misled. 
There is no permanent benefit 
that can come from deception. 





Cushman’s Couple will move 
from Boston to Springfield next 
month, occupying quarters in the 
new Phelps Building, which was 
built especially for the use of the 


Orange Judd publications and 
Good Housekeeping. 
AN Italian newspaper, calling 


itself Masto Rafele de Pough- 
keepsie, has just made its appear- 
ance in the city to which its name 
refers, The manager of the pa- 
per is Tony Leo, a long-time resi- 
dent, but the publisher, Amedio 
Ruggiero, is from New York. 
‘The paper is a four page weekly, 
with reading matter and adver- 
tisements on each page. 
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Tue Spring Book Number of 
the New York Times’ Saturday 
Review will be issued April 11th. 








Louis Exsen, formerly with 
Benziger Brothers, as solicitor for 
Benziger’s Magazine, has not been 





in their employ since October, 
1907. 
CHartes H. Eppy, Marquette 


Building, Chicago, has been ap- 
pointed western advertising rep- 
resentative of the New York 
Evening Post, thus adding an- 


% other Gold Mark paper to his 


list. 








Rate D, Wuitinc, New York 
Special Representative, has just 
been appointed representative for 
the Eastern United States of the 
Canadian Magazine of Toronto. 
This is said to be not only the 
largest magazine in Canada, but 
the only one selling for so high 
@ price as twenty-five cents a 
copy. In the total number of 
pages of advertising carried in 
the January and February issues 


Mr. Whiting states it was ‘sur- 
passed by only one American 
magazine. 

=—— 


For six weeks beginning : Janu- 
ary 2d, 1908, the Woman's Maga- 
zine received $42,437.87 in sub- 
scription money, which is prob- 
ably more than any other pub- 
lication of the same subscription 
price ever received in so short a 
time. The Woman's Magazine 
meant to make this statement in 


its advertisement in PRINTERS’ 
Ink of March 4th, but a worn 
figure “4” reduced the amount by 


The offending 


exactly $30,000. 
consigned to the 


type has been 


hell-box, where it can do no 
further harm. The unusually 
large amount of _— subscription 


money received by the Woman's 
Magazine in the period mentioned 
represents over 150,000 paid sub- 
scriptions. This is remarkable 
evidence that there is an actual 
desire for the Woman's Maga- 
zine on the part of a vast body 
of people in this country. 
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H. CHAPMAN WILLIAMS has 
become business manager of the 
Business World, which will be 
published as heretofore by the 


Business Periodical Company, 
New York City. 





“Wuat will you do to help ad- 
vertise St. Paul?” This was the 
question asked at the dinner last 
week of the Town Criers’ Club 
of half a dozen candidates for 
mayor in a Minnesota city. Each 
aspirant for political honors told 
what his advertising policy would 
be, if he were elected mayor. 





Writinc of Edward Payson 
Call's connection, as manager, 
with the “Daily Club,” John Lee 
Mahin says, “I predict as a result 
of Mr. Call’s influence, that re- 
spect for the daily paper as a 
general advertising medium will 
be steadily increased without that 
knocking-of-other-mediums which 
has characterized the efforts of 
some of its advocates to secure 
prestige.” Mr. Call can muster 
up enough good arguments in 
favor of newspaper advertising 
without resorting to the familiar 
tactics of attempting to cheapen 
the value of other mediums of 
proven worth. 


Late in February 
Flustling in the Fort Worth 
Texas Telegram  decid- 
ed to see how many new sub- 
scribers could be added to the list 
after the city had been thorough- 
ly combed, and the idea was con- 
ceived of adding three hundred 
names to start on March 1st. A 
blind advertisement in red ink 
was inserted in the paper reading 
“300 In A Day,” and three days 
before the first of March the ex- 
planation was given of the mean- 
ing of the phrase and the seventy 
employees«were asked to see if 
they could each get a new sub- 
scriber. The friends of the paper 
took hold with the result that five 
hundred and_ sixty-two names 
were added to the list, 
This is another idea that may 
well be adopted by newspaper 
publishers elsewhere. 
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THe New York Sphinx Club 
has issued its annual booklet con- 
taining the list of members and 
copy of the constitution. The 
book is a very creditable affair, 
printed in red and black upon a 
natural tint paper, and bound in 
dark green cover stock with an 
odd design in gold. The Sphinx 
Club has 208 resident and 81 non- 
resident members, according to 
this booklet, 


Dan A. Carrott, New York 
Special Representative, was last 
week appointed New York and 
eastern representative of the 
Philadelphia Bulletin. The Bul- 
letin secures representation by a 
man who confines his attention to 
a very select list of high-grade 
evening papers, and Mr. Carroll 
has made an addition to his 
papers that any special agent 
might covet. The Bulletin has a 
net circulation well in excess of 
250.000 copies—the February. av- 
erage was 263,723—and practical- 
ly the entire distribution is made 
within buying distance of Phila- 
delphia., 





Portland 
Oregonian Oregonian has 


A Star Paper applied for the 


Guarantee Star of Rowell’s 
American Newspaper Directory, 
and a certificate of guarantee was 
issued under date of March 6th. 
In the 1908 Directory, following 
the rating of copies printed dur- 
ing 1907, the following paragraph 
will appear: 

KF The absolute correctness 
of the latest circulation rating 
accorded the Oregonian is 
guaranteed by the publishers 
of Rowell’s American News- 
ge er Directory, who will pay 

one hundred dollars to the first person 
who successfully controverts its accuracy. 

The Oregonian already pos- 
sesses the so-called Gold Marks, 
denoting high quality of circula- 
tion, and is to be congratulated 
upon securing the Guarantee 
Star, which is the highest honor 
accorded by the Directory. The 
detailed statement of the paper 
for 1907 shows an average circu- 
lation of 32,807 copies for the 
daily and 40,614 for the Sunday 
edition. 


~ The 
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H. A. Grotn, secretary and 
treasurer of the Mahin Advertis- 
ing Company, has become a 
stockholder in the concern, Mr. 
Groth started in with Mr, Mahin 
as bill-clerk in 1900. In 1902 he 

was placed in charge of the ac- 
counting department, in 1904 was 
appointed acting secretary and 
treasurer, and about a year later 
was elected director of the com- 
pany, as well as secretary and 
treasurer. 





A sit of quick work by the ad- 
vertising agency of Armistead & 
McMichael, Atlanta, adds evi- 
dence to the fact that this south- 
ern firm resembles its northern 
competitors in business enter- 
prise. The M. Rose Com- 
pany, whiskey manufacturer, is 
among the company’s clients, and 
a fire was discovered recently in 
the Rose Company’s Chattanooga 
plant at eight o’clock in the 
evening; at 8.50 o'clock, the 
same night, representatives ofthe 
agency left Atlanta for Chatta- 
nooga to offset the published 
news reports ef this conflagra- 
tion. Large display advertise- 
ments were telegraphed to all 
principal southern newspapers, 
which appeared the next morning 
and evening, ten and eighteen 
hours after the fire was discov- 
ered. 


An advertise- 
The Fire ment in English 


in Tampa and Spanish ap- 
pearing daily in the Tampa, Fla., 
papers informs the fire sufferers 
that every family left destitute 
will be supplied, free of cost, with 
one full-sized mattress and 
blanket by the Rhodes-Pearce 
Furniture Company, and those in- 
debted to it and unable to pay 
will have their indebtedness can- 
celed, and will be given credit for 
new purchases. This is an un- 
usual display of generosity by a 
mercantile firm, and this fact, to- 
gether with the promptness with 
which the offer was made, will 
doubtless in the long run inure to 
the firm’s benefit—it is fully alive 
to the cumulative advantages of 
such a mode of advcrtising. 


© 


PRINTERS’ INK. 








THe American Tobacco Com- 
pany will use an appropriation to 
advertise Piedmont Cigarettes, 
through the Hampton Company, 
of New York, and not through 
the Frank Presbrey Company, as. 
stated last week. 





Frank L, Brack, formerly with 
the J. Walter Thompson Co., has 
affiliated himself with the Charles 
H. Fuller Agency, and will care 
for their interests in the New 
England field, with headquarters 
in Boston. Among Mr. Black's 
accounts are the Castle Square 
Hotel and Tremont Wine Store, 
the Eastern Talking Machine Co., 


Boston Automobile Dealers’ As- 
sociation, Curtis & Moore, ex- 
tracts and fruit syrups; outside 
newspaper advertising of Gil- 


christ & Co.’s Department Store, 
and magazine advertising of the 
Elastic Tip Co. 





In the October, 
Those Red 1907, issue of the 
Raven Cards Fome Magazine 


there appeared a story by Everard 
Jack Appleton, entitled “Cupid 
and the Street Car Cards.” This 
story told of a young man, an ad- 
vertising agent, who had _ been 
“stuck” by a customer of his, who 
got *‘cold feet,’”—and the advertis- 
ing agent had the street car card 
space thrown back upon him. In 
order to get even, and incident- 
ally to win the’ daughter of his 
customer, the young man began 
using the space in the car with 
teaser-cards. Some were headed: 
“Stung!” others “Do You Like a 
Coward?” etc. These cards were 
reproduced in the course of the 
story, which ended by the adver- 
tising man winning his customer 
and his daughter too. 

The Duquesne Distributing 
Company, makers of Red Raven 
water, obtained permission from 
the Home Magazine publishers to 
use the cards in the street-car 
campaign described in Printers’ 
Ink of March 4th, and thus an 
idea obtained commercial value 
which was believed at its incep- 
tion to be only a detail of a bit of 
magazine fiction. 
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Mr. L. S. Moorg, assistant ad- 
vertising manager of the Los 
Angeles Evening News, for sev- 
eral years past, has removed to 
San Francisco, to take charge of 
the San Francisco branch of the 





Whitehead & Hoag Co., of New- 
ark, N. J. 
THe Lowrie Safe and Lock 


Company, New York, manufac- 
ture a compact wall safe, which 
fits in an ordinary brick wall and 
has a combination lock, The part 
that is visible is so close to the 
side of the wall that it may be 
hidden by a picture. The Com- 
pany has issued a folding mail 
card which aptly illustrates the 
description of the safe. Just now 
is an especially good time to give 
publicity to this contrivance, when 
burglaries are unusually numer- 
ous in New York. 








A Live The Chicago Ad- 
Club vertising  Asso- 

ciation is the 

largest and probably the most 


completely equipped advertising 
club in the world. The associa- 
tion occupies a whole floor at 118 
Monroe street, has its own dining 
service, and serves luncheon each 
day to from seventy-five to one 
hundred and fifty advertising men. 
The monthly meetings, on the sec- 
ond Monday in the month, are 
usually attended by two hundred 
members and their friends, Re- 
cently the membership limit was 
raised from four hundred to five 
hundred, and it is confidently be- 
lieved this new limit will be 
reached before the end of March. 
During the winter the club has 
entertained at dinner or luncheon 
men like Lafayette Young of the 
Des Moines Capital, Harry At- 
wood, former assistant State’s at- 
torney of Cook County, and 
Lucius Teter, newly elected presi- 
dent of the Chicago Savings 
Bank and Trust Company. One 
evening last month a smoker and 
general entertainment was held, 
and the first part of the current 
month visiting representatives from 
seven or eight other advertising 
associations were entertained. 
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THE METROPOLITAN MAGA- 
ZINE is devoting considerable 
space to the matter of “coop 
roAps.” This is of particular 
interest to manufacturers of} 
automobiles, motor cycles and 
bicycles. See the April chapter. 

















Case and Comment, Rochester, 
N. Y., is sending advertisers and 
agencies a_ booklet written by 
Frank A. Wood, entitled “Direct 
or Through an Agent?” which 
tells in simple manner a few of 
the reasons why an agency can be 
of benefit to advertisers. 

KENNETH MCALPIN, for the 
past two years with the New 
York Times, has joined the force 
of W. F. Hamblin & Co., New 
York. George Chase, until re- 
cently with the Geo. Batten Com- 
pany, of New York, will have 
charge of the order department 
of Hamblin & Company. 

Tue Post Card and Novelty 
Trade, published by the Ad-Ser- 
vice Publishing Company, Trib- 
une Building, New York, has 
changed its name to the National 
Stationer. Plans are under way 
to broaden the scope of the maga- 
zine so as to make it thoroughly 
representative of the trade, 
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Cuartes A. Rook, president- 
editor of the Pittsburg Dispatch, 
has been endorsed by electors of 
his home district, as a delegate to 
the Republican National Conven- 
tion. However, it is improbable 
that he will attend as a district 
delegate, announcement having 
een made that he will be one of 
the “big four” of Pennsylvania. 
The judges of Allegheny County 
recently* appointed Col. Rook an 
inspector of the Western Peni- 
tentiary of Pennsylvania. Gov. 
Stuart of Pennsylvania has named 
him as one of two prominent 
Pennsylvanians to attend the con- 
ference, representing the State, to 
tbe held with President Roosevelt 
in May, when government re- 
sources will be generally discuss- 
ed and plans for future develop- 
gment outlined. 





. A fool must now 
Motley’s the «44 then by 
Only Wear chance be right, 

someone has said, and here’s one 

avhose chief claim to wisdom is 
found in his own acknowledg- 
gent that he is a fool. The ad- 
vertisement appeared in the New 

York Sun of March 10. Anyone 

desiring the services of this ad- 

vertiser should answer his bray: 


AN UTTER FOOL, 


Mediocre at college and a seven year 
failure at business, seeks an easy job 
with short hours and high ~ pay; last 
salary was forty a_ week;:° was not 
co | that, or would be still getting it; 
now wants sixty a week as times are 
hard; equally incompetent as general 
office manager, advertising director and 
magazine man; write to-day, stating 
color of eyes and nose, and if you 
live at home. Advertiser will call if 
not too tired. R. R., box 121 Sun 
office. 





’ A couple of let- 
Printers’ Ink ters received by 
Wants to Know ppinters’ INK 
recently have led to a discussion 
gn this office regarding the sound 
judgment of advertisers who re- 
fuse to make known for publica- 
tion certain vital facts concerning 
their advertising campaigns. One 
of the two letters is from an ad- 
vertising agent who had been re- 
quested to talk with a Printers’ 
InK reporter regarding one of 
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his accounts. His letter contained 
the following: 


“Naturally we would be glad to give 
out such an interview and would be 
glad to have you publish it. That goes 
without saying. Whether we could give 
you an interview which would be of 
any use to you or not is a different 
question. 

“The great trouble with most such 
articlés appearing in Printers’ INK is 
that while they have a certain glorifi- 
cation for the advertiser and advertis- 
ing agent interested, they contain very 
little that is of real value to the ad- 
vertising world. This could hardly 
help but be so, because no advertiser 
or advertising agent is going to give 
out in an interview the really vital 
facts about an advertising campaign. 

* * * 


“Now we would be very glad to give 
you the history of the advertising of 
this house, its scope and character, and 
to give you various kinds of advertis- 


ing to reproduce, if you like. We 
would be very glad to talk freely with 
any representative of Printers INK 


whom you may send. 
7 * * 

“All this might make a fairly read- 
able article if it were written up by 
a man who had a sociable style, but it 
would not contain any fact absolutely 
vital—that is, anything which could be 
used either by a competitor or any 
other advertiser, except the fundamen- 
tal vital fact that good advertising per- 
sistently adhered to, year after year, 
in favor of a good article, ultimately 
pays.” 

The other letter comes from 
Hamilton Gibson, advertising 
manager of the Sanitol Chemical 
Laboratories Company, who told 
a great deal about his recent cam- 
paign in last week's PRINTERS’ 
Ink. Mr. Gibson says: 

“In making public the results ob- 
tained from our $2.70 worth of Sanitol 
for $1 campaign, we believe we are 
advancing the interests of advertising 
in general, and of Sanitol in particular. 
We are believers in publicity, and when 
it has been our good fortune to accom- 
plish something new, we are perfectly 
willing that our * friends deaald know 
what was done and how it was ac- 
complished.” 

It would be interesting to 
know how other general adver- 
tisers and agents regard the 
question at issue. How much of 
your plan of campaign would you 
be willing to lay before your 
competitors in the form of a 
printed interview, and which are 
the details that you would not 
care to divulge? Replies are 
solicited from those qualified to 
answer. 
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Collier’s has ideas, and dares to express 
them; 

It is hampered by no cut-and-dried policy; 

It speaks for no party, no class, no section; 

It is controlled only by what it believes to 
be the truth. 

Collier’s keeps step with the march of 
the times; 

Yet timeliness never plays havoc with its 
discrimination, 

And its enterprise is tempered always with 
judgment. 


Stories, verse, drawings, paintings, 
news-bringing photographs, and clever 
sketches make Collier’s attractive from 
cover to cover. 


Whatever is interesting, is timely, is 
really worth while—to publish this is the 
aim of Collier’s. 


Over half a million American homes 
subscribe to these doctrines. 


Discerning advertisers find it is to their 
. advantage to have their announcements 
heralded in Collier’s. 


COLLIER’S, THE NATIONAL WEEKLY 
E. C. Patterson, Advertising Manager 


416 West 13th Street 1039-42 Marquette Building 
NEW YORK CHICAGO 
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WHY NOT LONDON? 


The articles recently published 
jn Printers’ INK under the 
caption, “A Few Weeks with 
John Bull,” have been widely and 
deservedly appreciated in Eng- 
land. Mr. Jas. H. Collins, the 
author of them, has said many 
acute things about our business 
conditions. He has shown him- 
self a good and an original ob- 
server. But he has not always 
drawn from facts their true in- 
wardness. 

He has not realized the bigness 
of the British market. Especially 
he has gone out of his way to 
ignore the bigness of the British 
Colonial market. His final ar- 
ticle—we were all disappointed to 
learn that it was final—is, in its 
essence, a warning against the 
ambition to “try London.” He 
says, with much truth, that for 
an American advertising man, 
Lendon does not offer the pros- 
pects which American advertising 
men are in the habit of imagin- 
ing. “If the Yankee copy man 
could make as great a_ success 
in London as here” (Mr. Collins 
writes in Printers’ INK Feb- 
ruary 12—meaning by “here” of 
course the United States) “they 
wouldn't begin. to appreciate him 
so much, or pay him as good a 
salary. But he can’t make a suc- 
cess.” 

And elsewhere in the same ar- 


ticle, “Even if the stuff itself 
could be advertised, much of it 
goes into export trade.” 

This latter utterance is the 


sort of thing I mean when I say 
that Mr. Collins has gone out of 
tis way to ignore the bigness of 
the British Colonial market. The 
total trade of the British Empire 
in 1906 (the latest year for 
which official statistics are avail- 
able) was 7,630,090,000 dollars. 
Of this trade twenty-six per cent, 
or 1,983,823,400 dollars, was what 
is called inter-Imperial _ trade. 
London is the trade-center of an 
Empire having at the last census 
(1901) a population of 385.346,- 
000, or a little more than five 
times the population of the Uni- 
ted States at the census of 1900. 
The Continental trade of Europe, 
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which can hardly be said to have 
reached more than embryonic de- 
velopment—it would be gross ex- 
aggeration to call its development 
infantile—so far as the United 
States 1s concerned, can also for 
the most part much more easily 
be tapped from London than 
from America direct. The lan- 
guage difficulty practically dis- 
appears from the moment the 
European continent is approached 
with London as the jumping-in 
place. When I first went into the 
agency business, in partnership 
with an American citizen, Mr. 
Fassett, in 1890, we saw at once 
that the Continent could only be 
handled on a basis of complete 
language equipment. We organ- 
ized accordingly, and it is no 
more difficult to deal with any 
part of the Continent than it is 
to deal with countries having 
English as their mother tongue. 
Neither is the race question any 
more difficult. To a new-comer, 
there is a race question within 
the four corners of the United 
Kingdom. Scotland is quite a 
different proposition from Eng- 
land, and Ireland is different 
again, purely because Scotland 
and Ireland are inhabited by peo- 
ple of quite different tempera- 
ments and habits from the people 
of England and Wales. 

The United Kingdom, as Mr. 
Collins very truly says, is a land 
where opportunities and potential 
new business crop out in every 
industry. When, however, he 
proceeds to argue from the dif- 
ferences in temper and_ habit 
which he found to exist here, 
that London is a good place to 
see, but not a good place for an 
American advertising man to ex- 
ploit, he ignores a fact which 
American manufacturers are 
every year proving in the best 
possible way to be a fact. He 
saw many things, but apparently 
he did not see that when you 
know the market, Britain, the 
Continent, and the British Em- 
pire offer a stupendously _profit- 
able field for enterprise. Amer- 
ican manufacturers who avail 
themselves of local knowledge 
are drawing those profits yearly 
out of the country. American 
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manufacturers who ignore these 
markets are allowing a great op- 
portunity to slip through their 
fingers. John Bull is a keen buy- 
er when once you know how to 
conciliate his prejudices. He is 
only coy when you try to ride 
roughshod over them. 

One thing which hardly anyone 
appreciates who has not had 
practical experience in London, 
is the remarkable elasticity of the 
Britsh market. The moment a 
new product makes its appear- 
ance, new buyers seem to spring 
up for it. Trade does not have 
to be carved out of the business 
of someone else who holds the 
field. It develops in fresh places. 
In 1880, or thereabouts, the 
Remington typewriter was the 
only writing machine oi the Brit- 
ish market. From 1880 to 1890 
perhaps four or five other type- 
writers came in, and more and 
more different patterns have been 
arriving every year since. There 
are probably at least a dozen 
American typewriters having an 
important sale now—to name 
only a_ few, there are the 
Smith Premier, the Williams, the 
Yost, the Monarch, the Under- 
wood, the Oliver, the Hammond, 
and the Bar-Lock, as well as the 
Remington. Probably each of 
these machines sells more largely 
than the Remington, the first 
comer, had arrived at being able 
to sell in 1890. But it is safe to 
affirm that there are many times 
the number of Remington ma- 
chines sold now than there were 
in 1890. The younger machines 
did not take trade away from the 
oldest machine. They, and it, all 
found new business, And British- 
made typewriters as well have 
been finding it at the same time. 

Perhaps an invention like the 
typewriter is not the most eligible 
example of trade expansion. It 
is very easy to give instances of 
articles on common consumption. 
Take shaving soap as an example. 
The growth of population alone 
cannot account for an increase in 
the sale of shaving soaps, which 
certainly would be described in 
very conservative language if it 
were said to have doubled in the 
last ten years. Within that peri- 
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od, or only a little way beyond 
it, so far as any really aggressive 
measures are concerned, two 
American shaving soaps have 
been brought to. market here— 
Williams’ and Colgate’s. I do 
not know which of those two 
arrived first. But the sales of 
both have been steadily growing 
every year. The second did not 
take away business from the first 
—whichever was first—and there 
is no reason for believing that 
they jointly drew away business 
from older shaving soaps. They 
developed a new demand, They 
taught people who had always 
used (and been content with) the 
ordinary bath-room soap how 
much more comfortable it is to 
use a soap specially made to 
shave with. The large sale of 
Sapolio has not been carved out 
of the vitals of any British busi- 
ress. No British soapboiler has 
ever attributed falling off of 
business to the advent of Sapolio 
on this market. Sapolio created 
a want for itself, which increases 
yearly, 

No one denies that it is fatally 
easy to tackle the British market 
the wrong way. The moral to 
be drawn from this, however, is 
not that London ought to be left 
to suffer, but that the American 
manufacturer who wants _ this 
market should obtain the benefit 
of experience in handling it. With 
the Continent of Europe and the 
British Colonies to back it up, 
London is easily capable of 
doubling the demand for many 
American products. In eighteen 
years’ experience of the agency 
business here, at 32 Snow Hill, | 
do not recall any American prop- 
osition properly supported that has 
turned out unsatisfactorily. I can 


recall many which have _ been 
opened up without local knowl- 
edge, and failed where _ this 
knowledge would have saved 


them, To sum up—London, as the 
center of British trade, taps a 
population about which all sorts 
of things can be said with per- 
fect truth, but about which it cer- 
tainly cannot be said with truth 
that the population has any pre- 
judices which the right organiza- 
tion is not able to overcome. 
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There are vast opportunities here 
for any good product, and to the 
manufacturer in America who is 
looking for a new selling ground, 
the first suggestion should always 
be that with which this article is 
headed: Why not London? 
L. O. JOHNSON. 


—— (oe 


ADVERTISING IN ROWELL’S 
AMERICAN NEWSPAPER 
DIRECTORY,—AND 
OTHERS. 


It will take a long time to teach 
publishers that Rowell’s Ameri- 
can Newspaper Directory is no 
longer published by an advertis- 
ing agency, that advertising space 
in the book is payable in cash 
only, and that the returns to the 
advertiser will not come as pat- 
ronage from the Printers’ Ink 
Publishing Company, but solely 
from the Directory purchasers. 
Among these are numbered the 
largest advertisers in the country, 
as well as most of the advertis- 
ing agencies. Each year an in- 
creasing number of publishers see 
the wisdom of advertising in the 
Directory as a business proposi- 
tion, but there are many who 
continue to have their advertise- 
ments appear at the back of di- 
rectories published by Agencies, 
and who neglect the opportunity 
afforded in the Rowell Directory, 
which is considered standard, to 
insert advertising which will be 
placed directly after the paper’s 
rating in the body of the book. 

A publisher who places an ad- 
vertisement in an Agency’s News- 
paper Directory without enter- 
taining any hope of getting other 
returns than the good-will of the 
agency, in effect offers the agency 
a special discount, and by so doing 
lessens the value of his space. A 
publisher is the best judge of his 
own rates. When he begins to 
offer rebates and discounts, and 
make dickers for space in Agen- 
cies’ Directories, advertisers may 
begin to suspect that someone 
else is getting even a better and 
more “special” discount than they 
know anything about. 

Following are appended two let- 
ters, received by the Directory 
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within twenty-four hours of one 
another. One came from Ala- 
bama and the other from Texas, 
but names are omitted, out of 
kindness to the benighted pub- 
lishers: 

Your circular of February 7 received and 
contents noted. In reply, we are perfectly 
.willing to do business with you on the same 
terms that we are running the enclosed ad in 
Directory, that is, on the 
exchange basis. If yon can’t send us any 
busine-s to pay you for our adin your cata- 
logue, we do not care to advertise with you. 

We would be very glad to hear from you on 
this score. z 

Our paper is growing in circulation, and 
we believe that your advertisers will find it 
to their interest to use our columns, 








Referring to your circular of February 7— 
There are so many newspaper advertisinz 
enterprises that we are compelled to govern 
our patronage by the amount of business 
given us. We do not expect any returns 
from such advertising, except through the 
good will of the advertising agency, 

Of late years we have been receiving no 
business fioin your agency. 

+ - > 
A BOUQUET FOR THE LITTLE 
SCHOOLMASTER. 

On the back cover of Printers’ INK 
for February 12 appeared an advertise- 
ment which is reproduced on the page 
facing the third cover of this issue of 
the Almanack. Whether it was the 
money stringency, which gave a very 
welcome look to a purse or the circula- 
tion of Printers’ INK being among 
the right kind of advertisers that pro- 
duced the gratifying results we are not 
sure, but the fact is that many inquir- 
ies have been coming to us from all 
over the country from those who want 
to know about magazines whose read- 
ers have “the nower to buy.” The 
correct explanation doubtless is that 
both copy and medium joined in mak- 
ing a_ productive advertisement.—Ad- 
vertisers Almanack, 

“te ime 


BONAPARTE PINCHED BY PANIC. 


The Attorney-General Feels Obliged to Sell 
Seven of His Farms in Maryiand. 











will be sold to the lowest bidder on the 
court bouse steps in Upper Marlboro on 
March 1° and that the three others will be 
disposed of in the eame way at the same 


place one woek later. At a date eoon to be 
made known the stook and implements 
of these farms wil] also be sokd at public 
auction. 


From the New York Sun of March 


7th, which tells us that Attorney- 
General Bonaparte advertises to sell 
seven farms to the lowest bidder. 


Great opportunity to secure Maryland 
real estate. 
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ADVERTISING “RHEOSTATS” 
IN A THEATRICAL 
PROGRAMME. 





Downer College is Milwaukee’s 
leading seminary, and under the 
Downer Club’s auspices a benefit 
performance of ‘The Road to 
Yesterday” was given on March 
5th, for the benefit of a seminary 
lecture fund. An audience com- 
posed of Downer College Girls 
and their friends would not be 
likely to be interested in an an- 
nouncement which was obviously 
an advertisement of electric con- 
trolling devices. The thing for a 
programme advertiser to do, it 
would seem, is to connect the 
thing advertised with a_ subject 
in which the audience is interest- 
ed—Downer College Girls. 

The Cutler-Hammer Manufac- 
turing Company, which  adver- 
tised in the programme accom- 
plished this with the following 
copy, which was set in body type 
and appeared at the foot of the 
page containing the cast of char- 
acters: 

Once upon a time (this is no fairy tale, al- 
though it begins like one)two Downer College 
Girls set out to get a certain advertisement for 
a theater program. One of them had dark 
hair and one auburn hair, and both had per- 
suasive voices, so, of course, a mere man—and 
an Advertising Man at that—had no show 
whatever. 

This is the advertisement they set out to get. 
They got it-and now the Advertising Man 
— to get even. He is going to repeat 

ere exactly what Ae said and what ¢hey said. 

Said the Advertising Man: “I don’t believe 
an advertisement in this program would pay 
us, because we do not manufacture anything in 
which Downer College Girls are interested. 
We make about 2,500 types and sizes of elec- 
tric controlling apparatus, every conceivable 
kind of a device, in fact, for starting, stopping 
and controlling the speed of electric motors, 
But Downer College Girls are not interested 
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in electric motors nor in the devices used to 
control them, Isn’t that su?” 

The Littler Girl—the one with auburn hair— 
admitted that, personally, she wouldn’t know 
a solenoid-operated contactor trom a ma- 
chine-tool speed regulator, unless she was 
properly introduced. . 

‘* That being the case,’’ said the Advertising 
Man, ‘‘and assuming that the other Downer 
College Girls are not particularly interested in 
electric motor controlling devices, how can I 
hope to make any sales by advertising in your 
program ?”’ 

And this is the answer made by the Program 
Committee, to wit: the dark-haired girl, aided 
and abetted by the girl with auburn hair: 

“‘It is quite true that we girls are not in- 
terested in the things you make—what do you 
callthem? Oh,yes! Xheostats, But we have 
fathers and brothers and uncles and cousins 
and , . and men friends who might be 
interested. You see, if you give us this adver- 
tisement for our program maybe somebody who 
is interested in electric controlling devices will 
write to you and perhaps end by buying one of 
your controllers, and then the advertisement 
would have been a good investment after all— 
wouldn’t it?’ 

It would! This is not the principle how- 
ever, on which advertising is done and the 
likelihood of any business resulting from this 
advertisement is about equal to the chance of 
filling a middle straight. Nevertheless, here 
is the ad, and now if there is any father, or 
brother, or uncle, or cousin who is interested 
in electric controiling devices let him speak up. 
The Advertising Man will be glad if, after all, 
it should turn out that he is in the wrong and 
the Downer College Girls in the right. 

Address: Advertising Manager THueE 
CuTLer-HAMMER Mec. Co.,, 12th St. and St. 
Paul Ave., Milwaukee. 





++. 
IMPORTANCE OF A_ SELLING 
PLAN, AS COMPARED WITH 
CIRCULATION. 


Advertising is, indeed, potent when 
it survives the slaughtering it receives 
at the hands of its friends. It is sur- 
prising that so few publishers or pub- 
lishers’ representatives seem to think 
that a_ selling plan and copy which 
harmoniously co-operates with it is of 
greater importance to the individual 
advertiser than the exact quantity or 


quality of the circulation he is buying. 
—Mahin’s Messenger. 
_—_<+or——_——_——— 
DISCOVERY. 


Advertising is a big and rather a 


dry subject.—Arthur Brisbane. 








“Good as Gold’’ This mark (9), now called a bull's eye, was 


BURPEE’S 





An Elegant New Book of 172 pa 
of illustrations, it tells the pla 


WRITE TOeDAY, and the Book is yours. 


W. ATLEE BURPEE & CO., Seed Growers, Philadelphia 


sed by the ancient present 
old. If you want the choicest vegetables 
you should follow the Bull’s Eye [@] wherever it appears in 


the “Silent Salesman” of the world’s la 
, with hundreds 66 

n truth about the 

bes Grand Novelties in Flowers and Vegetables, of unusual importance, 





Farm Annual for 1908 


t mail-order seed trade. 


Seeds that Grow” 








AN ADAPTATION OF 1HE GOLD MARKS OF ROWELL’S AMERICAN NEWSPAPER DIRECTORY, 
USED IN CURRKRNT ADVERTISING OF W. ATLEE BURPKE & COMPANY. 
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BUSINESS GOING OUT. 
The Massengale Agency, Atlanta, 
Ga., is putting out contracts for Coca- 
Cola. 


The Rossvan Company, New York, is 
asking rates from papers in the larger 
cities. 

Borton & Spooner, 1133 Broadway, 
New York, are asking rates from large 
dailies. 

The advertising of Hostetter’s Bitters 
has been resumed in a number of 
southern papers, 


L. C. Bartlett, Rochester, is sending 
out one thousand inch contracts to 
southern dailies. 


The Publicity Company, New York, 
is doing some advertising for the 
Children’s Magazine. 


The D’Arcy Agency, St. Louis, is 
advertising for the Courtney Shoe 
Company, also of St. Louis, 


The Boston office of N. W. Ayer & 
Son is sending out twenty-eight lines, 
one time, for Professor Wylie, 


The Horn-Baker Agency, Kansas 
City, is handling the advertising of the 
Wellington Mines, also of Kansas City. 


Two thousand lines in a year are 
being put out by Lord & Thomas for 
the Edwin Schiel Distilling Company. 

The Corning Agency, St. Paul, 
Minn., is doing some advertising for 
Kibbin, Driseoll” & Dorsay, of the same 
city. 


Lord & Thomas, Chicago, are put- 
ting out three hundred lines, three 
times, for the Johnson Candy Com- 
pany. 

Lord & Thomas, Chicago, are send- 
ing out ten thousand line contracts for 
the Ford Motor Company, of Detroit, 
Mich, 


New York City papers are receiving 
copy from W. F. Hamblin & Com- 
pany, for the Defiance Studio, New 
York. 


The H. W. Hedge Company, New 
York, is placing copy for the American 
Pedometer Company, of New Haven, 
Conn. 


The Mumm-Romer Agency, Colum- 
bus, Ohio, is handling the advertising 
account of the Corone Mfg. Company, 
St. Louis. 


The Sherman Bryan Agency, New 
York, is sending out some copy for 
Earling Bros., makers of B. V. D. 
Underwear. 


Queen Lane Manor, a_ high-priced 
suburb of Philadelphia, is doing its ad- 
vertising — the Foley Agency of 
Philadel 


The aitciesiitenbitiins Advertising 
Agency, Philadelphia, is sending out 
one thousand line contracts to leading 
dailies, for both the Hemo-Rubin Chem- 
ical Company, of Philadelphia, and the 
oy Company, of Washington, 


J. Walter Thompson’s Chicago office 
is putting out three hundred one sixty 
lines, twelve times, for Thos. B. Jeffrey 
(Rambler Auto Co.). 


Kastor & Sons, St.Louis, are plac- 
ing thirty-five hundred lines in week- 
lies for the Shawhan Distilling Com- 
pany, of Kansas City. 


C. L. Doughty, Cincinnati, is sending 
out contracts for two inches, once a 
week for a year, for the B. M. Warly 
Company, of Atlanta, Ga, 


The Foley Advertising Agency, Phil- 
adelphia, is using automobile journals 
and a few general magazines for the 
Rung Automatic Tire Pump, 


Theodore Hofeller, Buffalo, the 
largest dealer in old rubber in the 
world, is advertising through the 
Foley Agency, of Philadelphia. 


The Simcox Specialties Company, 
New York, is using one hundred lines 
in city papers, through W. F. Hamblin 
& Company, also of New York. 

The Frank Presbrey Company, New 
York, is sending out five thousand 
line orders for the Crossett Shoe Com- 
pany, of North Abington, Mass. 


The Van Cleve Agency, New York, 
is putting out some classified and dis- 
play advertising for L. tind 
Spare Moments, Rochester, N. 


Guckenheimer & Bros., Paden, 
are sending out contracts through the 
Lesan-Gould Agency, of St. Louis, for 
10,000 lines, to be used in one year. 


A. W. Leindik, Warner & Sons, St. 
Paul, Minn., are putting out eleven 
inches, double column, one __ time, 
through the Corning Agency, of the 
same city. 


Daily and Sunday papers are re- 
ceiving contracts for three thousand 
lines in a year, for Ferdinand, West- 
heimer & Sons, through Kastor & Sons, 
of St. Louis, 


The Bert Marks Clothing Company, 
the Ludwig Piano Company, and the 
Thompson Wood Finishing Company, 
all of Philadelphia, are advertising 
through the Foley Agency. 


“Double-Shot,”—Death on Rats, a 
new poison made at Tottenville, Staten 
Island, will be extensively advertised 
by W. F. Hamblin & Consemey, of 
New York, in country papers. 


The Atlantic Squab Company, of 
Hammonton, New Jersey, is using 
twenty-eight to fifty-six lines in a 
selected list of monthlies through the 
Foley Agency, of Philadelphia, 


The Foley Agency, of Philadelphia, 
is using large copy, for the purpose of 
disposing of $80,000 of stock, for the 
Hoskins Company, of Philadelphia, 
which concern has just bought out the 
Philadelphia Derby Desk Company. 


The Frayer-Miller Automobile Com- 
pany. is advertising through W. F. 
Hamblin & Company, New York. An- 
other automobile account handled by 
this concern is that of the Corbin 
Auto Company, of New Haven, Conn. 
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COMPILING AND ARRANG- 
ING CATALOGUES. 


The following address was de- 
livered at the February meeting 
of the New York Ad League by 
F. F, Coleman, advertising mana- 
ger of the Lidgerwood Manufac- 
turing Company: 

It is an axiom in daily newspaper 
offices that every day’s paper must be 
complete in itself. If stories are car- 
ried over from day to day there must 
be at least enough of them repeated in 
each day’s introduction to put the 
reader in touch at once with what he 
is about to read of the day’s doings. 
This same idea applies to each feature 
ot commercial publicity work—ads, 
catalogues, etc. Puzzle ads, and cata- 
logues of like character may have their 
value in some kinds of business or 
campaigns but 1 do not believe’ in 
them. A _reader’s thoughts should be 
held closely to the subject matter pre- 
sented and not be distracted by an ef- 
fort to remember something material 
which perhaps he has never known. 
[he central idea in _ publicity work 
should never be allowed to become ob- 
scured. “Lidgerwood Hoisting En- 
gines;” *Lidgerwood Cableways;”’ 
**Lidgerwood Derricks;’’—those are the 
key-notes of my work. 

A catalogue should “attract;” ‘“‘im- 
ress,” ‘interest’? and then “convince.” 
Jur first effort is to “‘attract.’”’ The 
design of the cover is of primary im- 
portance. A design should fit the 
subject. A light and fanciful design is 
appropriate tor certain subjects, but for 
my work consider rather severe de- 
signs more desirable. I cannot expect 
to sell hoisting engines, cableways or 
derricks to anyone because they have 
been casually attracted by a pretty 
cover design. The most attractive 
cover inscription to a man who is 
thinking ot buying a_ derrick is 
“Derricks” and coupled with that the 
name of the house or the trademark 
name of the product offered. 

The color of the cover is also im- 
portant. I choose colors which make 
every important catalogue distinctive 
and different from the others, New 
editions have covers different from the 
former ones, so that a person receiy- 
ing the new publication will know at 
once that it is a new book and not 
merely a new copy of an old edition. 
This is worth considering. 

The next desirable feature to be con- 
sidered in the preparation of a cata- 
logue is its capacity to “impress.’’ The 
“impression” which I wish to produce 
is one regarding the importance of my 
company, its ability to turn out a large 
product, and the high quality of that 
product. 

Everybody uses frontispieces—but do 
they use them merely because some one 
else has or for a definite understanding 
of purpose? My frontispiece carries 
views of our large works. The works 
are impressive. [Following this comes 
the title page and pictures of the va- 
rious medals representing the highest 





awards in their classes at all the great 
expositions and matter of like kind. 
The purpose of all of this is to “im- 
press.” 

Now we come to the 
proper. A catalogue should be cate- 
gorical, It must be definite. Since we 
must present a considerable amount of 
detail it is of the highest importance 
that the presentation shall be in logical 
sequence. 

3efore proceeding to the considera- 
tion of the actual contents of the cata- 
logue let us pause a moment over the 
title page and index. 

Every catalogue of complex char- 
acter ought to have an index, and 
the index should be a good one. Do 
not be afraid to use plenty of cross 
references, and also do not neglect to 
use the common names for articles. 
Curious as it may seem to you, it is 
a fact that your customers do not all 
know as much as you do about your 
goods, and some of them may never 
have heard of your famous trademark 
brands. 

Whether you have an index or not 
you will often find the center of your 
title page a good place to use for a 
general resume of the book’s contents, 
named in the order in which the sub- 
jects appear. 

With the presentation of the real con- 
tents of the catalogue begins our 
proper attempt to “convince.” To 
“convince’’ the reader that the machin- 
ery offered is the best ever made, pic- 
tures are relied upon more and more in 
modern catalogucs to tell the story. 
Text is kept down. 

Let me urge most earnestly that 
your pictures not only show your ar- 
ticles correctly, but also that all the 
details be so brought out that a prac- 
tical man can, by examining your cuts, 
determine definitely whether your ma- 
chines or devices will do his work in 
the way he wants it done. 

Present your subjects not only log- 
ically but concretely. 

Finish one subject before advancing 
to another. Bring your tables, cuts, 
and text all together on one page if 
possible, and if not get them on op- 
posing pages, 

By the time the reader has got to 
the end of one subject he ought to be 
“convinced’—convipced that this is 
the very best article of its kind, and 
that it is the one he wants and is go- 
ing to buy. 

My method of making up dummies 
may interest some of you. I use 
sheets of full page size, cut with wide 
margins on each side, and punched on 
each side with holes for binding in a 
loose-leaf binder. On each sheet I 
mark the exact outline of my _ type 
page. Qn these I make up, page by 
page, and in putting the pages into my 
dummy I make it a fixed rule always 
to have opposing pages face each 
other. 

After getting my whole dummy made 
up I begin my final arrangement by 
shuffling the pages to secure most log- 
ical order of presentation and to get 
facing pages to relate to one another 
and to balance on make-up. 

The advantage of having the dummy 


catalogue 




















sheets punched on both edges is mani- 
fest for this part of the work. 

If I have made clear my theory of 
good catalogue making I am _ content. 
It is the conception that is important. 
With that firmly grasped any one can 
make a good catalogue who will take 
the trouble to acquaint himself inti- 
mately with the articles to be de- 
scribed 

Without this intimate knowledge I 
do not believe that anyone can com- 
pile a really good catalogue. That is 
the objection to bringing in outside 
“professional catalogue makers.’’ They 

know a lot about the proper gen- 
oral make-up of catalogues, but it is 
impossible for them to know what ought 
to be said about your goods. 


——___+o+ 
POLICE COLLECT PERSONAL 
AXES. 


The city to-day tied up a goodly 
sum of money which Superior adver- 
tisers owe Geo. Kissam & Co., the 
street-car advertising contractors. Some 
days ago the city started suit against 
the company for collection of its per- 
sonal taxes, and the disclosures of 
firms this morning showed that a large 
amount is tied up for three weeks, the 
case being adjourned for that length of 
time. 

The tax against the firm is $70 on 
assessed valuation of $2,000 in the 
Fourth Ward. The property assessed 
there as it is in the street cars which 
make their homes in the car barns at 
night. There is understood to have 
been a similar case in one of the Twin 
Cities, in which the company resisted 
payment of tax, but in which the city 
won out. 

Both the police and the city treas- 
urer notified the advertising agents of 
the tax but received no  response.— 
Superior, Wis., Telegram. 

THE SIZE OF AN AD. 

Some advertisers believe an ad must 
be large to be successful. Others think 
that it should be original in style of 
display or in what it says. thers 
again are insistent that it occupies a 
certain place with each appearance in 
the newspapers. But these  require- 
ments are not essential to success. Un- 
less the advertisement carries a_con- 
vincing business message, it will fall 
down whether large space has_ been 
used or the advertisement was uniquely 
constructed, or if it occupies the most 
preferential position on the page of a 
newspaper, for it is not the technique 
of an advertisement that brings results, 
but what it says. 

All of which explains why some ad- 
vertisers whose advertisements  super- 
ficially appear crude do better business 
than others that have ransacked type 
cases for strikingly ornate display type 
faces. 

That this is so can be easily proven. 
Let a small grocer as long as he 1s 
centrally. located advertise Sapolio for 
three cents a bar and a widely ad- 
vertised store advertise at the same 
time the same article, telling all about 
its merits, but without any inducement 
as to price. Where do you think the 
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economical housewife will wend her 
way? To no other place than the q 
grocer willing to sell Sapolio cheaper, 
although in telling what he will do he 
has told it in the newspapers in very 
smal! space.—Mail Order Journal. 


—_ ++ 
THE FABLE OF THE “STUNT.” 


There Once was a Wise Old Mer- 
chant with a Very Plain Store, who 
had Made Good but was Willing to 
Make More. 

Naturally he turned to Advertising. a : 4 

And many Solicitors Called. ’ 

Some were from Newspapers, 

And Others were from Magazines. 

A Few were from Agencies! 

And they All were Ripe in Experi- 
ence. 

Especially the Few. 

And some said, “We reach the best 
People of Your City. 

And _ others said, “We Cover the 
Whole Country.” 

And the Few said, “Let us Show you 
How to Spend Your Money.” 

The W. O. M. took Counsel with 
One of the Few. 

“What will you Do for Me, Friend?” 
he Inquired. 

“T will lead you to an Oasis in the 
Wilderness of Publicity. I will get 
you up a Stunt.” 


“A Stunt? A Common- Sounding 

Word. What is its Meaning?’ 
“Something new Something that 

has Never been Senne before. Some- 

thing that will Draw Immediate Atten- 

tion to Your Ad.” ( 
“Will it Sell my Goods?” the W. O. 

M. asked. 


“It will Make People Read about 
Them,” hedged the One of the Few. 

“Friend, my Store is Plain. I could 
Make thousands Look at it by Painting 
it Lavender, But it Wouldn't bring 
One Across the Threshold.” 

Morat—There’s a shade of difference 
between Publicity and Notoriety.—Re- 
sults,—published by the Foley Agency, 
Philadelphia. 


—— +e 
ADVERTISING HIS WARES. 


PASTOR USES THE TYPES TO INCREASE 
THE ATTENDANCE AT CHURCH. 


A preacher in a college town up the 
State recently decided that the best 
way to increase the attendance at his 
church was to advertise. So he took 
up a part of the paper in town with a 
small display got up not unlike a the- 4 : > 
ater advertisement. ‘ { 

“How _ long since you have been to 
church?” was the first line in black 
type. interrogation. “Better go to-mor- 
row,” was the next line. ‘Try the 
First ———,”’ continued the advertise- f 
ment, mentioning the name of a de- 
nomination that is not essential in the 
context. 

Then followed the subjects for the 
morning and the evening sermons, 

The pastor had designated for the im 
evening sermon, “Boyville,’”’ and he in- 
vited for the purpose of hearing what 
he had to say, “All boys, all who once { 
were boys, all who dislike boys, and j 
all who like them.”—New York Sun, ' 
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Think of the purchasing 
power of 30,000 leading 
lawyers and their families! 


CASE 
AND 
COMMENT 


will place your advertising 
message before these lawyers 
at a reasonable cost,and turn 
their purchases your way. 


CASE AND COMMENT 
ROCHESTER, N. Y. 
GEORGE S. KRANTZ, 


Eastern Representative 
1oz West 14TH St., New York Ciry. 





Is there any better place? 


Is there any place so good for general 
advertisers to spend their money as 
in a city where there are many thou- 
sands of intelligent, skilled workmen, 
and where there are many churches, 
schools, theatres —and no saloons. 
Where the great mass of the people 
live well, dress well, spend liberally 
and read the newspapers omniver- 
ously. All this applies to the Great 
Shoe City of the World— 


Brockton 
Massachusetts 


A place that the late financial panic 
touched very lightly indeed, and 
where business goes right along the 
year around, The 


Brockton Enterprise 


now in its twenty-seventh year, is 
printing over twelve thousand copies 
daily. It is the HOME paper of 
Brockton and influences a_ large 
amount of trade. Its one price flat 
rate of thirty cents an inch, for any 
amount of space for any length of 
time, enables strangers to do business 
on equal terms with all others, and 
does away with dickering over rates. 
Think it over. 




















Il Want 


Every 


Advertiser 








who is selling goods direct to the consumer, to 
mail me samples of-his ‘‘follow-up”’ data—especi- 
ally those who are getting lots of inquiries but not 
enough orders. 

I urge you to do this at once—the advice and 
valuable criticism, which I will send you /ree, will 
probably save you hundreds of dollars in postage, 
labor and printing. 


For years I have been planning selling schemes—Catalogues, 
Booklets, Circulars, Form Letters, etc., for some of the most 
successful and economical advertisers in the country. Time 
after time they re-order my services for no other reason but 
that it pays—pays them handsomely in dollars and cents. 


Let me help you to turn inquiries into orders—just 
call your stenographer zow and dictate a short letter to 


W. H. MORLEY, 
214 S. Main Street, St. Louis, Mo. 








OMMERCIAL 


PRINTERS’ INK. 


ART CRITICISM; 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Printers’ Ink will Receive Free of Charge 
Criticism of Commercial Art Matter Sent to Mr. Ethridge 





When the importance of the 
farmer, numerically and financial-~ 
ly, is taken into consideration, it 
seems strange that most of the 
advertising matter intended to 
appeal to him is so crude and in- 
effective. Perhaps it is the belief 
of agricultural advertisers that 
the farmer’s sensibilities are cal- 
lous and his ideas of the artistic 
and attractive very much unde- 
veloped. If this is the thought it 
certainly forms a poor basis upon 
which to work. 

Here, as an example, is a fruit 





Send for vos Taree Months Trial to America’s 
paper, The Fruit-Grower, and wegwill 

mail book] felling hi how to getatree of Delicious 
Appleandavineot nner Grape, FREE. Two of the 
best R Eraite ever tntroga ced, hai ray all over the coun- 


yy, pac arket. Regular 
cits 0a yea r, and toro new fruits included free, 
ll make special Offer if you answer this ad. 


THE FRUIT-CROWER, Box 333, St. Joseph, Missouri 
Send your paver three months FREE ontrial. after 
which Twill wotity you tostop or becomeasubscriber. 





Name 











Town. Btate. 


class of advertising under dis- 
cussion is shown by this cow-stall 
advertisement. It would have 
been much better to have shown 
the stall and left the cow to the 





NO 2. 


imagination. It would have been 
better still to have omitted the 
undecipherable legends which are 
lettered here and there upon this 
little picture. 

The advertisement is small, but 











NQ I 


advertisement, in which an apple 
and a bunch of grapes seem to be 
happily growing together on one 
stem. ‘lhat might be pardoned, 
as the artist’s license, if the pic- 
ture were clean-cut and attrac- 
tive and possessed a_ reasonable 
amount of printing quality. 

The illustration marked No. 2 
probably took no longer to pro- 
duce, and is certainly a marked 
improvement. 

+ * + 


Still another 





example of the 








ha 
Orders for this season must be in BOON. 





there is plenty of room for a 
simple little drawing without 
much detail in it, showing just 
how the cow-stall looks, 

* * * 


Here is another advertisement 
which purports to show a repro- 











aaa tne 
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duction of “A Delightful Scene 
of a Happy Farmer and _his 
Family.” 

Printing such a queer-looking 
affair as this is certainly a 
strange method of attempting to 
sell a picture to a farmer, or any- 
thing else. The most unsophis- 
ticated tiller of the soil will 


YREE! THIS MAGNIFICENT PICTURE 
This picture should be in every home. It is 
a aoe scene of a nappy farmer and 

. his family 
picturing a 
beautiful in- 











without 


monthly Journal. y a@ special inducement 
we will send it 4 months on trial for 10c. 
If you will also send us five names we will 
mail you the picture, “A Happy “Family.” 
Be sure to enclose the names with 10c be- 
cause we cannot give you the picture with- 
out them. 
FARMER'S RECORD, 
. 712 Third St., Milwaukee, Wis. 





igdee - what he is going to get by 
e picture of it, and this fact 
should be fatal to the ambitions 
of this particular advertiser. 

It may be a difficult task to 
show the details of a large pic- 
ture in a small reproduction, but 
it is not difficult to do it much 
better than this. 

* * * 

Here is a little fur advertise- 

ment which looks well and reads 















our ad in remitting, 
fap Don’t sell untilyoa 

a our price list or make a trial 
shipment It will pay you. 


JOHN MACK & CO. 





9 24 St. M., - Minneapolis, Minn, 
_- 











well. There is, perhaps, nothing 
extraordinary about it, but it is 


so far superior to its neighbors 
in the same line of business that 
it deserves to be complimented 
and encouraged. 


* * * 


In many instances the adver- 
tisers of this city of New York 
prove themselves to be no farther 
advanced in the production of 
good advertising than the mer- 
chants in the rural districts. 
Here, for example, is a furniture 
advertisement which is some 30 

















HERES BEAUTY IN 


¢¥ OUR FURNITURE 


A call will convince you! 





Geiger & Braverman 
Furniture Company 


807 Grand Street, Cor. of Allen St. 
*Phone £175 Orchard. Established 1893. 























or 40 years behind the times, It 
does not say anything or mean 
anything, and the lady’s head 
looking out of the sideboard is 
neither interesting nor convinc- 
ing. 

——_+@>___— 

In another part of this issue 
appears an advertisement of the 
American Boy, which advances 
what appears to be sound argu- 
ment for advertising men’s utili- 
ties in that publication. Half of 
the American Boy’s subscribers 
are past fifteen years of age, and 
need the same sort of article that 
grown men buy. The other half 
are at the impressionable age, and 
are forming opinions and beliefs 
that will help serve them later 
on. And besides, the boy’s par- 
ents read his paper, and his older 
brothers. Frequently, too, he be- 
comes attached to it, and con- 
tinues to be a subscriber and a 
reader long after he has entered 
man’s estate. 





iii tation 
THE man who puts his heart in the 


thing he is doing, works; all others 
labor.—Buck’s Stove Catalogue. 


dinghies yrpeeice te 








40 


In the year rroo B. C. the Standard 
Chinese Dictionary by Pa-out-she was 
issued. No information as to edition, 
but the chances are that it was only 
one, in manuscript course.—Printing 
Trade News. 





— 





Never place a limit upon your men- 





PRINTERS’ INK. 


re circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper ‘in America by more than 
100,000 copies per gay. 


WANTED 


OFFICE MANAGER 


prominent magazine wants a thorough] 
cexpable and experienced executive, understand- 





tal capacity, and that means capacity jp 
’ oa ig Office systems and accounting M 
to do, or to attempt, or to accomplish to furnish unquestionable credentials an tochar. 
anything.—-British Printer. ~acter and ability, and be willing to make invest- 
a wage Ln ange = to $5,000) to insure 
inte: good oO r tunity for 
right man. OFFICE OEXECUTIVE, care 
Advertisements. Printers’ Ink 


Ailvertisements in “ Printers’ Ink” cost twenty 
cents a itne or forty dollars a page (29) lines) 
Sor each insertion, $10.40 «a line per year. Five 
per cent discount may be deducted if payment 
accompanies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly in Ifa led position is 
demanded foran adr BB mney andgranted, 
double price will be charged. 


WANTS, 


GENTS wanted to sell ad novelties;25¢ com 
3 samples, l0c. J.C. KENYON, Owegu, N.Y. 


LLUSIRATED FARM SERVICE for dailies. 

Page mats or any way to suit. ASSOCIATED 
FARM PRESS. 112 Dearborn 5St.. Chicago. 

7Ewanta een eons in every large 


city. Write 
THE HEATING ND. VENTIT ANING ecrerea 
Bro.dway, New Yor 





A® ADVERTING MANAGER, employed by a 

large establishment, wants to write copy 

regularly for a limited number of advertisers. 

Address “*APPLETON,” care Printers’ Ink. 

66 ADVERTISE! 8? MAGAZINE” should be 
read by every, advertiser and Mail-Order 


dealer. —_ ee School” in existence Trial 
subscript Sample copy free. AlDVER- 
TISERS PAG AZINE. 81 Grand. Kansas City, Mo. 


DVERTISING Solicitors wanted to solicit 
business for high-class monthly with good 
foreign and domestic ge ge Appeals 
strongly to manufacturers wishing to increase 
their export trade EXPORTERS” REVIEW, 80 
Broad 8t., New York. 


UBLISHING, Mercantile, Manufacturing. We 

serve 25,000 employers. Many opportunities 

for men with advertising experience or ability. 

Write fully as to experience and location de- 

sired. HAPGOODS., Broadway, New York, or 
1010 Hartford ruilding, Chicago. 


OUNG man (23). with four years’ exnerience 

in newspaper work, on acvertising staff 

of large metropolitan daily, desires position 
with newspaper or large advertising agency 
Has ability and excellent ty Will go 
out of town. Address “8. O.,” care Printers’ Ink. 


ANSWER THIS. 


D°Z, you wantan advertising ee 
for your publication in Chicago? 

Two young successful odvertising men can 
a handle another publication. 

Aa “F. A. W.,” Printers’ ink. 


Pe nd NOW on adv. men, O., 
40; Ind., $15-18; Ct aryl salesman for 

book eeaetiehin house, $35 and ex enses; busi- 

ness manager, 

rH city edito 


a. 9; Sats manager, IIl., 
rters, $12-18; ajcylinder p pod es: 


r. N. J., $25; lin elegy 
men. $18- 

‘0. 7 is free. NEWSPAP. ER 

N’s EXCHANGE, fa LT ‘wan. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified col- 
umns of PRINTERS’ INK, the business journal for 
adve-tisers, Fe wgretens weekly at 10 Spruce Si... 
New York. Such sdvertisements will be inserted 
ar 20 cents per line. six woras to tne line. 'T- 
RRs’ INK ts the vest school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in rhe United States, 








ANTED—Clerks ana others with common 
school educations only, who wish to qual- 

ity forreaay positions at & week and over, lo 
write for free copy of my new prospectus anc 
endorsements from leading concerns every- 
gone One graduate fills $8,000 pe another 
om, and any number earn $1,500, The best 
Seth ng adwriter in New York owes bis suc- 
cess within a few months to my teachings. De- 
mana exceeds 
GEORGE H. S COWEL. I, Advertising and Rusi- 
ness Expert 768 Metropolitan Aunex, New York. 


CUBAN NEWS 
SERVICE. 


Tam prepared to font, live copy with 
suitable photographs on any desi sub- 
ass daily, weekly or monthly. Cuban 

r makes interestin, 


i reading; 1s at- 
tractive and  F SA prea we now. 
Write A. ey, P. 0. 


Box 1127, 
Havana, cuba 











Experienced 

Advertising 

MEN 
WANTED 


A rapidly-growing general adver- 
tising agency—established 1905— 
desires the services of experienced 
men in its various departments— 
writers, solicitors, artists, etc, An 
excellent opening for live, up-to- 
date men. Ax investment in the 
company is required—more to 
secure the entire interest and at- 
tention of every member of its 
staff than to market the stock. 

State past experience; enclose 
samples of work and references as 
to ability and integrity, terms of 
remuneration, etc. Address J. M. 
CLEAVER, Secretary, 5th Floor, 
O. T. Johnson Bldg., Los Angeles, 
California. 
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ADVERTISING AGENCIES. 


A. O°GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively. 


W. KASTOR & SONS ADVERTISING COM- 
e PANY, Luclede Building, St. Louis, Mo. 


poe IRELAND ADVEKTISING AGENCY, 
1029 Tribune Building, New York. 
hilaaelphia, 


925 Chestnut Street, 


AM ene FRANK & CU., 25 broad Street, N. Y, 
General Advertising Agents. Kstablished 

Chicago. Boston. Philadelphia. Advertis- 
Geer ail kinds piaced in every part of the world, 


ara 0 aan ap nhoag he 9 TISING poRmay. 
237 Broad vay (opp. P. O.. New York. Ad 
in the TRADE J0 TEN ALS our specialty. 
Benj. R. Western, Propr. . 1877. Booki 
7 


HALF-TON. TONES. 


Wr for samples and and prices. STANDARD 
ENGRAVING CU.. 560 7th Ave.. New York. 


= copper half-tones. 1-col.. $1: larger 
rin. THE YOUNGSTOWN AKC nN- 
GRavine CO., Youngstown, Ohio. 


Ne bes see R HAL -TONES. 
; 4x5. $1.60, 
Foy vit mien cash accompanies the order. 
na for sam) 
KNOXVILLE ‘ENGRAVING ¥CO., Knoxville, Tenn, 


Hasna or line productions. 10 square 
inches or smaller. detivered prepaid, 75c.; 
Casn with order. All 
Service day und night. 
References furnisbed. 
Box 815, 








6 or more. 0c. each, 
newspaper screens. 
sone for circulars 

paper <2 engraver. , ws 
Philade hia 


FOR SALE, 


bY Gy ey paper having Second-Class 
Privilege, New York City, for sale. $1,000; 
easy terms. ‘ossesses the nucleus of a good 
investment. A. 8. BUCKNAM, 198 est 
Kroadway, New York. 


OR SALE—Two double-color English Wharf- 

dale printing =— — sheet 27 x 43 in 
two colors. Now ie ie portect condi- 
tion. THI UNITED "ath (ES PLAYING CARD 
CU., Cincinnati, Ohio. 
pros SALE—Half interest or all in best equi 

and largest job printing office in bl 
Texas. Doing fine business; incorporated. Fell 
investigation invited. Owners have other inter- 
ests, Address * EK. P.,” care Printers’ Ink. 


OR SALK—$5,500, mostly cash, buys walt 

large weekly (Vem. ), and job bus 

ness in good central Michigan town of He 

Long established and always made money. \o 

ee | or chronics, Address “M.R.,” care 
inte 


ECAUSE of failing health, the aan garg of 
the Columbia aa Republ in will sell 
the paper at 4 The only Republican 
paper printed in Doleentia County, Pa. A count; 
f 40,00 population Inquire of JAMES 
BROWN, lisher, Bloomsburg. Pa. 
—__ +9 





BUSINESS OPPORTUNITIES. 


'> boa invest $5,000, and take active interest 

trade paper or advertising agency. 
Answers must give principal details. Address, 
“B. C.,” care Printers’ Ink. 


PREMIUMS. 


T HOUSANDS of suggestive premiume suitable 

M4 publishers and otners from the foremost 
makers and wholesaie dealers in jewelry anc 
kinared eT 500- e list price illustrated 
catalogue (@@) Greatest book of its _— 
Published annually. 36th issue now ready ; free. 
8. F. MYEKS CO., 47w. and 49 Maiden Lane. N. Y. 





Advertising that makes 
the dollars flow your way 


is the kind we write for 
others. Let us write that 
kind for you: ads, cata- 


logs, booklets, folders, 
follow-up letters, etc. 
Distance no handicap. 
Work by correspondence 
a specialty. 
Right Advertising Co., 
P. 0. Box 86, Easton, Pa. 




















We Help Newspaper 
Solicitors Get 
Laundry Advertising. 


We write laundry ads that fit the laundry 
business, . saat tell about laundry work, that ex- 
plain just why the work of the laundry in 
© Se is better than that of the average—and 
at get real results for their users. 

We have a proposition t) make to newspaper 
advertising solicitors who would like to get the 
— in their city in the habit of adver- 


“ts one that is worth a letter from you—for 
we mean business, 


HYDE BROTHERS, 
LAUNDRY ADVERTISING SPECIALISTS, 
W. R. Hype, Mgr. Marletta, Ohio. 


———$_$_+ > 
PRESS CLIPPINGS. 
OMEIKE’S PRESS CLIPPING BUREAN, 110- 
112 West 26th street, New York City, sends 
newspaper iggy on v4 subject in w ich you 
muy he interes Most reliable Bureau. Write 
for circular ao fe terms. 








—— - +9 - 
PUBLISHING ee OPPORTUNI. 
Ss. 


ANDSOME TRADE PAPER 
Established three years, 
ory 5: 000 paid subscribers, 
a giz, ,000 gross business ir; 1907. 
pia bought for $6,000. 


This is a good chance for an able man 
To get into business on his own hook. 
E ON P. HARRIS, 


Broker in Publishing Property, 
253 Broadway, New York 





THE MAN WHO WILL 
IS THE MAN WHO CA 


send $1 for Davids’ Practical Letterer: complete in- 
— in Commercial Lettering with brush or pen ; 
ctica 
do good show card work. This book contains 
much information of great value to advertisers. 


hints on photo-engraving and designing ; 


THADDEUS DAVIDS CO., 127 William St., New York, EsTastisuEp 1825, 
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ADVERTISING MEDIA, 


T= Troy (Ohio) RECoRD RECORD prints to exceed 1,200 

copies each issue, all going to bona fide sub- 
scribers paving from $3 (country) to $5.20 ccowa) 

ayear. This in face of outside $1 to $1. iF ay 
dailies shows that the RECorD’s clientele prefer it 
to any other and proves its value to advertisers. 
——— rate 4c.; plates, n. r. m , without extra 
charge 


SUPPLIES. 


pass for shipping labels, mailing wrappers, 
trunk mune, cigar box labels and all other 
bively- be Synees) 's Cold Water Paste is posi- 
best. sow Carolina ¢ — Co. use 
esclusively in 16 ries. free. 
BERNARD'S PASTE “Or PA RTMEN! "ome 
Building, Chicag: 








Deomnioond 


Clue, Paste and Mucilage 
In Patent Pin Tubes. Will stick anything 
stickable. All dealers. Sample tube 10 cts. 
DENNISON MANUFACTURING COMPANY 
Beston New York Philadelphia Chicago St. 








—— + -—_—_. 
COIN CARDS, 
3 PER 1.000. Less for more; any printing. 
THE COIN WRAPPER Cv.. Detroit, Mich, 
—_—_—— o> 
MAILING MACHINES, 
'PHE DICK eyo MAL lghtotand 


quickest. P. ENTINKE, 
Mfr., 178 Vermont St., B 





nec 
INDEX CARDS. 


NDEX CARDS for all Cabinets. Get our prices 
and samples THE BLAIK PRINTING CO., 
912 Elm Street, Cincinnati, Ohio. 


—___ +o ——— 
PRINTING. 


OU share with us the economy of our loca- 

tion. Our facilities insure perfect work. 

rompt estimates on letter-heads; factory forms 

i booklets in large quantities. THE BOULTON 
PRESS, drawer 98, Cuba, N. Y. 


PATENTS, 
muumPATENTS that PROTECT 
~ % books for Inventors mailed fe receipt 
cts. stamps. R. 8. & A. B. LACEY 
w ashington. D.C. Extab. ssese 








— +o 

COIN MAILER, 
= 60 PER 1,000. For 6 coins $3. Any printing. 
e ACME COIN CARRIER CO.. Burlington,la. 


PAPER 
B BASSETT & SUTPHIN, 
62 Lafayette st.. New York City 


Coated paversa specialty. Diamond 4 ‘Perfect. 
Write for high-grade catalogues. 


BOOKLETS, 


We have have a booklet for Banks 
"wd should interest every 
Bank P: oy and Cashier. 
b Cost : 500, $20; 1.000, $25; 1.500, $30; 2,000, 
Free sample to Banks only 


Printers* Ink Press, 45 Rose Street, New York. 
BOOKS. 


Forty Years an Advertising Agent 
BY GEORGE P. KOWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertisin: as a real business force. 

The remainder of the eaition (published tast 
year) is now offered forsele. About 600 
5x8, set in lon on a man half-tone 

ortraits Clot Price prepaid. 

HE PRIN TERS? “INK PUBLISHING CO. 10 
Spruce St., New York, 





"RESULTS" 


Something absolutely new in adver- 
tising. To advertisers, manufact- 
urers and merchants, who ask for 


7 their letter head, F R E E 


ee eeee 








OMETHING new in the ad- 
vertising world! Every one 
who makes, sells or buys advertis- 
ing should read REsuLTs—an ad- 
vertising journal with a general 
appeal. It’s the wittiest, most 
philosophical, most enjoyable Lit 
of business literature issued in 
years, those who have read it say. 


Write on your letter-head fora free 

ie You’ll think the 2c. well spent. 

No —We designed, wrote and 
oriatea, the Philadelphia Record’s Edu- 
cational a praised in PRINT&KRs' 
Ink of March 








The Richard A. Foley Peiier Bldg. 

hiladelphia. 
* encom Bldg. 
Washington, 





Advertising Agency 














e 
Offer 


the services of a clean, 
well equipped advertising 
agency, working especially 
for Southern Advertisers. 


Correspondence Solicited 


Armistead & McMichael, 


INC. 


ATLANTA, GA. LOUISVILLE, KY. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements. ideas for window 
cards orcirculars, und any other suggestions for bettering this department, 








Review Publishing Co. 
“Datty Review,” 
Six Evenings and Sunday Morning. 
Decatur, Ill. 
Editor Ready Made Department: 

Dear ‘Sir—We are enclosing you an 
advertisement of the Davis Livery 
Company which appeared in the Review 
several days ago, and also an editorial 
which appeared the day before. Sev- 
eral news items also were printed about 
Bryd Davis, Jr., being told to find a 
seat before Mr. Sunday began ‘his talk. 
We have heard numerous favorable 
comments upon this advertisement and 
bg would like to know what you think 
of it. 

Also enclosed you will find two cop- 
ies of ads of Spence Bros. & Pease. 
The page ad, appeared on Tuesday and 
Sunday the 40-inch ad _ appeared. 
Hoping that you will give these ad- 
vertisements the criticism they deserve, 
we are, Yours very po 

Review PuBLisHinG Co., 

Signed F. M. Lindsay, Adv. Mgr. 





Somehow, the Davis ad, which 
is reprinted below without the 
cut of the cute little Bryd Davis, 
Jr., doesn’t hit me very hard. 
It. may be worth while for the 
general publicity which will come 
from associating a local event of 
more or less importance with the 
Davis livery business, but it is 
not advertising. The little-shaver- 
pushing-papa’s-goods_ stunt has 
been done so often and in so 
many different ways that it has 
lost its novelty, which is about all 
the advertising strength it ever 
did have. 

If I were going to use nearly 
half a page to advertise a livery 
—a kind of business with which 
I had a great deal to do in years 
gone by—I should advertise my 
livery business and not my 
youngster, no matter how pre- 
cocious he might be. I might 
use him on an occasion like this, 
just as a means of getting atten- 
tion, but after I got attention, I 
would use it to some purpose by 
telling something about my rigs, 
mentioning pretty drives, new 
things to be seen on the road and 
other matters which might fur- 
nish an incentive for people to 
spend money with me. 

There’s a mighty big difference 





between publicity and advertising. 
You can jump off the roof of a 
ten story building and get the 
whole front page of every paper 
in town; that would be publicity 
all right, but it wouldn’t do you 
any good, even if you lived to 
enjoy (?) it. 





BILLY SUNDAY TOLD ME TO SIT 
DOWN 


because I got tired of those hard seats and got 
np to stretch and get a little exercise. If 
had had one of Papa’s nice Buggy or Carriage 
Seats to sit upon, Biliy Sunday would nut have 
gotten the laugh on me. 

Just because Mr. Sunday called me down is 
no reason why I am not all right. I ama 
good boy. I belong to my papa, and he don’t 
own anything but the best. 

DAVIS LIVERY COMPANY. 


For Good Horses, Goud Rigs, Good Cabs, 
Good Service. 


The editorial referred to in 
connection with this ad told of 





young Mr. Davis's tendency to 
investigate things for himself, 
leading him to elude the most 


watchful of parents and explore 
all the points of interest in town, 
and to place himself very much 
in evidence at a religious meet- 
ing, only to be told by the ex- 
horter to retire and sit down. 

Maybe I am wrong, but here 
are some of the ways I would “do 
it,’ if I were advertising a livery 
stable: 





ASK FOR DOLLY OR KITTIE 


when the Mrs. wants to take a pleasant 
ride, spinning along at a good road gait 
without hanging to the reins for dear life or 
worrying about cars, auto’s, etc, 

You don’t have to hire a “‘ plug’ that has 
to be pushed all the way, in order to get a 
horse that’s safe for a woman to drive— just 
ask for Dollie or Kittie, hitched to a nice, 
easy phaeton or a good end-spring buggy— 
and let the women folk ride in comfort behind 
a read horse. 

L. IVERYMAN, 


Everytown, 





MR. MAN! HAVE YOU PULLED THE 
“RIBBONS” OVER VICTOR? 


Victor is one of the best drivers in single 
harness that ever hit the high places on the 
roads of this vicinity. Speed enough to 
make you feel that you are going to get 
there and back when you want to, or the 
ability and willingness to hold a good road 
gait all the day, if you give him a hite to eat 
and an occasional drink. Safe as any plug 
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you ever saw. Just the animal for a spin 
out to Blankville and back in the cool of the 
evening, giving you new energy for to-mor- 
row and an appetite for more. 

If Victor should be out, you won’t be dis- 
appointed in Jack; maybe you’d like him 
better, some do. 

L. IVERYMAN, 
Everytown. 





TOO COLD TO DRIVE? 


Not much! Bundle up good, get one of our 
safe horses, a comfy cutter and plenty af 
warm robes and get the enefit of this clear, 
keen air. Best medicine in the world, and 
that’s the best way to take it. If there’sa 
‘‘she” to be pleased, you simply can’t beat 
it. 
Special horses for temporarily one-armed 
drivers, Also the kind that will keep you 
busy with both hands, if that is what you 


want. 
L. IVERYMAN, 
Everytown, 





BEEN DOWN THE SUGAR HOLLOW 
ROAD LATELY? 


Always beautiful down there—Winter or 
Summer—but never more so than now, with 
the green grass, budding trees and other 
signs of returning Spring. 

he roads are in good shape just now and 
you can't put in the time to better advantage 
than to take a drive through the Holiow and 
on to Ridgefield. 

If you're a stranger in town, we can tell 
you how to see the best of the country here- 
abouts with absolute comfort and safety and 
at a very reasonable cost. Or we'll senda 
driver who knows the best drives and all the 
points of interest. Take your choice. 


L. IVERYMAN, 
Everytown. 





JIM IS DEAD--LONG LIVE JIM. 

Poor Jim is dead—the big bay; Jim that 
has given you so many good rides and never 
a minute’s uneasiness—the Jim who was so 
gentle, so sure-footed, so responsive to word 
orrein. And Jim was buried as befitted his 
good qualities. 

ow there’s a new Jim, re-named for the 
old one because so like him in every wa 
that some of you would hardly know the dif- 
ference. 

The new Jim comes to us with an excellent 
character ; in fact, we have known and liked 
him for some time, and we recommend him 
as a worthy successor to the Jim you have 
known. May we introduce him to you the 
next time you want a pleasant ride, combin- 
ing speed with safety and solid comfort? 

L. IVERYMAN, 
Everytown, 





The average liveryman_ will 
hold up his hands in holy horror 
at the idea of advertising any 
particular horse and thus bring- 
ing many demands which cannot 
be met with a single horse. But 
that is a difficulty which he meets 
and overcomes almost every day 
among regular customers who 
have favorites in his stable—just 
as he nearly always finds a way 
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to avoid “letting” a good horse 
to a customer who is not fit to 
drive it. There is no earthly rea- 
son why a liveryman should not 
describe his “goods,” definitely 
and in detail. There is every 
reason why he should. He can 
interest possible customers in the 
“personality” of one horse, when 
they would pay no particular at- 
tention to a blanket description 
of his whole stock, and make 
people feel not only that they 
know where to go for the kind of 
a horse they want, but what par- 
ticular horse to ask for as well. 

By good advertising, a good 
livery can divert money from 
other channels of amusement or 
recreation and make permanent 
customers by getting people into 
the habit of driving who ordinar- 
ily do not hire a rig more than 
once or twice a year. It is easy 
to make people want to go where 
no other sort of conveyance will 
take them. It is possible even to 
regulate to some degree, by 
good advertising, the distribution 
of the business; that is, to build 
up a better morning or afternoon 
trade by popularizing short, early 
morning or early afternoon 
drives by women. It is a good 
thing to print little programmes 
for a day’s outing, with starting 
and returning time, stopping 
places for sight-seeing or lunch- 
eon, and, perhaps, some estimate 
of the cost. There are great pos- 
sibilities in advertising, for the 
liveryman who will do it right 
and back it with good rigs and 
service. 





Just a Plain Story of the Goods, With 
the Price. From the Lynn, Mass., 
Daily Evening Item. 


~ 
Fresh Halibut 


13c. Ib, 2lbs. 25¢. 
Chowder Pieces, 5c. 

This is first quality fish 
and will please you. 

Try some for a chowder, 
to fry, bake, boil, broil or 
cream. 

You'll like it. 
WILLIAMS BROS., 
213, 215, 217 Union St., 
Phones 28 and 29, 
Lynn, Mass. 
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Sounds. Good. From the Montgomery 
(Ala.) Advertiser. 


Says Just Enough. From the Peoria 


(i.) Star. 


The Wild 
West Belt, 25c. 


We are sure it is exactly what 
the children of Peoria want! 

Patent leather, black or white; 
holster, with toy pistol inside. 
Only 25c. 

Women’s new soc. Tinsel (all 
colors) and Black Elastic Belts; 
extra good buckles. Only 25c. 


SCHIPPER & BLOCK, 
Peoria, Ill. 








Indian River 
Oranges. 


Special this week at 35c. and 
4oc. the dozen—fresh Indian River 
Oranges, just received. 

These are the good kind, juicy 
and sweet. ‘They are everyone 
tree-ripened and shipped to us’by 
fast express. Place your order 
early. 

NETTLES GROCERY CO., 
225— Phones—gs8. 
Montgomery, Ala. 











A Short Shoe Talk from a Large Ad 
in the Peoria (Ill.) Star. 








Section from a Large Ad In the In- 
A Full-Size Sew- 
ing Machine Was Pictured. 


dianapolis News. 
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New Oxfords 
For Women. 


Tan and brown Oxfords for 
women proclaim the Spring! 


Early lots are ready, priced at 
$2 and $3 a pair. New toes— you 
will fall in love with the new 
styles. 


Tan Russia calf and brown kid- 
skin. 


SCHIPPER & BLOCK, 
Peoria, Ill. 








Sounds a Friendly Warning. An Agree- 


able Variation 
Day” 


of the Old 


Argument. 


Daily News. 








Start To-night. 


Franklin said: “If you would 
know the value of money, go and 
try to borrow some.” 


Do you know where you could She wavesa fond skiddoo. 
+ sore — rere Our American _heiresses 
1 can blame themselves for 


‘* No morning sun lasts a whole 
day.’’ The time to save is NOW— 
while you have health and a good 


or more. On Mondays our Sav- 
ings Department is open from ro 
in the morning until 8 in the eve- 
ning. 

ROYAL TRUST CO, BANK, 
Royal Insurance Building, 
169 Jackson Boulevard. 
Chicago, Il. 


Investments Sold. 


Checking Accounts. 








“Rainy 
From the Chicago 


, see good.” Not so with the 
Powe invite you to open an ac- Bradbury Piano. It pleases 
count at THIS BANK with §r so thoroughly that bidding 





Free 
Sewing Machine 


with every purchase of $10 or 
more, cash or credit, you may 
select free from more than 600 
articles displayed in our Premium 
Department the piece you desire. 
It will be delivered free with the 
goods you purchase. The famous 
Service Sewing Machine is one of 
the 36 FREE PREMIUMS that 
may be selected with purchases 
of $100 or more. 


D. SOMMERS & CO., 





Indianapolis, Ind. 





A Good Example of How Not To Do 
It. From the Kansas City Star. 








Anna Gould from Dear La 
France must sail, 
For trouble begins to brew; 
And, as she leaves the Count 
and Prince, 


their marital woes, for for- 
tune hunters seldom ‘“‘make 


it “23” is far from your 
mind. If contemplating in- 
stalling a new piano in your 
home, we believe the Brad- 
bury, owing to its superior 
constructional features, is 
worthy of your favorable 
consideration. 


F. G. SMITH PIANO CO., 
1013-1015 Grand Ave., 
Kansas _ City. 
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Police! Police! 





It’s a Crime 


to see pretty little ROSE NIGHT 
LAMPS selling for TWENTY- 
FIVE CENTS—and TABLE 
LAMPS about given away at 

GANNETT’S WELSBACH 

STORE, 
go Weybosset Street, 
Providence, R. I. 











“When You Are Sick Enough, Get it 
At Riggs’” Reads the Display. From 
the Lincoln (Ncb.) Daily Star. 





When You Are 
Sick Enough. 


to demand the attention of a cea 

i certainly need the heip 

that only the best drugs and medi- 

cines will provide. Bring your 

Sa here and that is the 
ind you’ll get. 

Our prescription department is 
equipped with drugs, chemicals, 
etc., of highest purity and all com- 
pounding is done by skilled phar- 
macists who employ the most ap- 
proved methods. 

No better prescription service 
can be had anywhere, and no 
druggist can put up prescriptions 
at lower prices and guarantee ab- 
solute purity. ‘‘Only at Riggs’.” 


GET IT AT RIGGS’ 
The Drug Cutter. 





A Novel Proposition. 
bury (Conn.) News. 


Lincoln, Neb, 
2, 











From the 


Dan- 





How to Get a Gas 
Stove Without 
Money. 


Call at the gas office and select 
the stove you want. We will set 
it up in your kitchen, ready to use 
without expense to you. e will 
also set a slot meter set to deliver 
gas at $1.75 per thousand feet. 
You put 25 cents in the meter and 
get 18 cents worth of gas; the 
other 7 cents will apply on the 
price of the stove. hen the 
stove is paid for we will change 
the meter to deliver 25 cents 
worth of gas for a quarter. 

Order‘now. We had three weeks’ 
work ahead of our men all last 
summer. 


DANBURY AND BETHEL 
GAS AND ELECTRIC 
LIGHT COMPANY. 
Danbury, Conn, 











Arizona 








Contagion. 


You run a risk by using napkins 
and handkerchiefs that have been 
sprayed by a possibly diseased 
mouth of a foreigner. Patronize 
ae labor and get sanitary 
work, 


ARIZONA LAUNDRY, 


White Wagons, 
Phoenix, Ariz. 








Something To Do To-Morrow, and Why 
From a Large Ad in the Pittsburg 
Leader, 








Get a Screen 
To-morrow. 


A couple of hundred handsome. 
black and gold Four-fold Japanese 
Screens, with birds and flowers 
embroidered in gilt and finished 
with cloth back— good sellers at 
$3. To-morrow we will let these 
screens go for only $2.00. 


KAUFMANN'’S, 
Pittsburg, Pa. 








Button 
Which 
Items and Prices. 


Introductory Talk from an Ad of 
Bros., Louisville, Ky., in 
Much Space Was Given to 








Be Particular 


About What You Eat. 
About What You Pay. 


Particular people always 
buy the best food and pay 
the lowest prices. hey al- 
ways live well—yet econom- 
ically. The Button Store 
has the largest following of 
this particular class, because 
we are particular to please 
them. We aim, first to get 
and keep the good will of 
every customer. The Al- 
mighty Dollar is a secondary 
consideration. Money is 
cheerfully refunded when 
dissatisfaction arises—very 
seldom necessary at But- 
ton’s. If you are the least 
bit finical about fhat you 
eat and the price you pay— 
we'll be particularly pleased 
to see you. For Tearedey, 
Friday and Saturday we 
offer extra trading stamps 
and specials in Flour and 
Cakes. 











Lambasting Yellow Competition. From 


the (Phoenix) Republican. 
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BUSINESS SUGGESTIONS AND ADVERTISING. 
WOMAN—THE RETAILER’S CUSTOMER. 








Man buys’ merchandise of 
course, but he is not the buyer the 
woman of the house is. He may 
pay the rent, the gas bill and va- 
rious other sundry bills, and buy 
his own personal apparel, but the 
woman ot the-house is really the 
one who purchases the necessary 
articles for the every-day life. It 
1s she who clothes the children, 
stocks the larder and refurnishes 
the house. True, often with the 
advice and help of the husband, 
but she is tue real purchaser and 
the one for whom your selling 
plans should really be made. 
Now what attracts her attention, 
what’s she looking for? First 
consideration is price—that’s 
paramount in the majority of 
cases. -Then she looks for ser- 
vice and finally style. Any one of 
these three qualities does not 
stand well alone, but combined 
make up the salient points of just 
what appeals to the average 
woman. No matter what her 
station in life or wordly endow- 
ments she looks for a_ bargain. 
She will stop at thirty cents when 
a man will disregard $30. Then 
she must have style. There is no 
greater critic of dress than wom- 
an, and she will have none other 
than the reigning fashions—-even 
if that fashion changes every 
month. It’s woman's nature to 
love and demand attractive and 
beautifying clothes. No woman 
is happier than when she is 
gowned in the latest style and has 
the knowledge of a perfect fit. 
Now service. Withal, woman is 
also practical and fully capable 
of considering the worth an 
serviceability of merchandise. She 
is attracted by that which will 
combine the essence of style with 
service and the addition of low- 
ness in price. Now, how shall 
you talk to her so as to attract 
her to your store? 

Styles change semi-annually— 
spring, summer, fall and winter— 
and this gives two splendid op. 


portunities to talk about your ad- 
vanced styles from Paris, Lon- 
don, Vienna, etc. Tell of the ad- 
vantage your customer has in ob- 
taining the styles weeks ahead of 
cthers. Speak of the close touch 
you have with the various fashion 
centers; how you endeavor to 
secure, first, the best each af- 
fords. Give an air of exclusive- 
ness to your merchandise—some- 
thing some other store cannot 
obtain because of your direct 
contract, etc., etc. Nothing is 
more embarrassing and humiliat- 
ing to a woman than to find her 
neighbor has the same style cos- 
tume as she is wearing herself. 

In the lower-priced garments 
this same thought of style and 
exclusiveness is appealing to a 
woman, and can easily be ex- 
plained why it can be had even in 
popular-priced merchandise. You 
secure advance models from the 
prominent fashion centers and 
then reproduce them in America, 
at much less cost for manufac- 
turing, yet retaining all the style 
and exclusiveness of the originals. 

It is not necessary to go so 
very deeply into details. A wom- 
an is easily convinced and does 
not require. a great amount of 
explanation to make her believe 
she has a bargain. Make your 
ads ring true. Be practical in 
your statements, keep down to 
her level and don’t soar. 





THE new administration of the 
Advertisers’ Club of Cincinnati, 
with David Gibson as president, 


d was inaugurated during the latter 


part of February. Charles E. 
Jones, western representative of 
the Cosmopolitan Magaz zine, spoke 
interestingly upon ‘“Advertisers* I 
Have Met.” The Cincinnati Club 
is to hold bi-monthly noonday 
luncheons and change the plan of 
monthly meetings from 8 o'clock 
all-business sessions to 6.30 din- 


ners, 
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This Offer Expires 


April 15 
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Rowell’s American 
Newspaper Directory 


for 1908 will be ready for delivery the 
latter part of May. ‘The subscription 
price of the book is Ten Dollars net 
cash. Persons desiring to register a 
subscription, and willing to send 
check with order mow, may have a 
discount of ten per cent from the 
above price, making the net price 


Nine Dollars 


and tothesein-advance-paid subscribers 
a copy of the very first lot received from 
the binders will be sent express paid. 




















\The Printers’ Ink Publishing Com- 
pany, Publishers of Rowell’s Ameri- 
can Newspaper Directory, 10 Spruce 
Street, New York City. 

March 4, 1908. 

































